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hat advantages does tv shopping offer the home purchaser? PAGE 30 
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im the NEW PITTSBURGH 


Take TAE and See 


hefty. hearty sales-builder in the growing Pittsburgh 


W 9 zy < rd BASIC ABC IN PITTSBURGH GROWING WITH 
VIDEOTAPE PITTSBURGH'S 
BIG TELEY N N PITTSBURGH 7 
CHANNEI 


REPRESENTEO BY THE KATZ AGENCY RENAISSANCE 


THE (i), TOUCH 


Diamonds — courtesy Everts Jewé 


Blue white and perfect...a 
prized prossession among those 
who cherish QUALITY. 


Sought after and valued, too, 

are television stations 

which possess a “quality 

touch” so important TELEVISION 


to any successful campaign. abc @® channel8 @ dallas 


A Television Service of the Dallas Morning News @ Edward Petry & Company, National Repres 
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23 TV TIPS THE SALES 
Tobacco firms find that the filter boom continues 
hand in hand with network promotion 


FRINGE POTENTIAL 
Early-evening and late-night time offers extremely 
gainful values to spot advertisers 


HOMEBUILDING AND REAL ESTATE 
With television thousands can see a model home as 
quickly as one can see it in person * 


HARVEST FOR HFH 
At the end of the first year Hunn, Fritz & Henkin’s 


billings exceed the half-million mark wear Ages 


BOOKS ON TV 
Five-market test proves video an expert salesman 


for Pocket Books’ Golden Book line 





KONO-TV 


DEPARTMENTS 


4 Publisher’s Letter 51 Spot Report 


Report to the readers Digest of national activity 


12 Letters to the Editor 58 Audience Charts 


The customers always write Who watches what 


7 Tele-scope 3 Washington Memo 
What's ahead behind the scenes Tv and Capitol Hill 


19 Business Barometer 65 Wall Street Report 


Measuring the trends The financial picture 


Newsfront 77 In the Picture 
The way it happened Portraits of people in the news 


5 Film Report 78 In Camera 
Round-up of news The lighter side 





Television Age is published every other Monday by the Television Editorial Corp. Pub- 
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Yearly subscription in the U. S. and possessions: $7; in Canada and Mexico: $8 a year: 
elsewhere: $12 a year. Volume VI No. 25. Second class postage paid at Baltimore, Md. 








if you haven't tied up 

the biggest TV coverage 

in Oklahoma's richest 
market, your Advertising 
Campaign has a loose end! 


Tie up that loose end 
with KOCO-TV’s perfect 
advertising package... 
the greatest coverage 

in Oklahoma at the 
lowest cost per thousand! 


Ldeleed a’ 


OKLAHOMA CITY 


Charlie Keys, General Manager 


BLAIR TELEVISION ASSOCIATES 
( v ates 
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Letter from the Publisher 


Spot vs. Network 


Is the day approaching when more money will be spent in national 
and regional spot than is spent for network television? 

Indications seem to be that spot is overhauling its big brother, 
and while all three networks still have time available, the segments 
left to be sold are becoming fewer and fewer. 

Spot, on the other hand, is showing amazing vitality. The Business 
Barometer reports in this issue that national spot in May is 23 per 
cent ahead of May a year ago. Indications are that this pace may 
continue throughout the year, which would put spot’s 1959 billings 
around $424 million for time sales alone. 

At the same time, network time sales, while gaining, are doing so 
at a much more modest pace. Business Barometer estimates show 
them to be only about seven per cent ahead of 1958, a percentage 
concurred in by the Television Bureau of Advertising. If the seven 
per cent continues throughout the year, network time sales will total 
about $454 million this year, as compared with $424 million in 1958. 

There is other research which seems to support the theory that 
spot may eventually be the larger of the two tv divisions. 

Television Bureau of Advertising, basing its figures on Rorabaugh 
reports, estimates spot billings for the first quarter of 1959 at $156 
million. The same trade organization, this time basing the figures 
on LNA-BAR research, found that network billings for the same 
three months came to exactly the same figure—$156 million. 

It would appear from this trade source, at least, that network and 
national and regional spot are already running a neck-and-neck race. 


Where is Spot Strength? 


Just where is the business coming from that is sending spot into 
this unprecedented spurt? 

Here again the TvB monthly reports of television billings furnish 
some interesting clues. 

In the first quarter ale, beer and wine spot billings climbed from 
$9.4 million in 1958 to $11.7 million in 1959. At the same time, 
network beer and wine billings were dropping from $15.3 million in 
1958 to $11.5 million on the networks. 

Consumer-services advertisers spent $4.2 million in spot the first 
quarter this year, as compared to $3.5 million a year ago. Network 
advertisers in this category for the same period spent $1 million this 
year and $1.2 in 1958. ' 

A more important category—food and grocery products—shows 
both spot and network billings up but spot far outstripping network 
in percentages. Spoi billings in the first quarter in the food category 
were $46.5 million, compared with $33.3 million last year. Network 
showed $30.9 million this year and $27 million last. 

There are other examples. 

It seems hard to believe that spot will ever catch up with network 
in total billings, but the facts above are hard to dispute. Time alone 
must decide whether or not additional network sales in the daytime 
segments and in the few remaining nighttime periods can overcome 
the revenue produced by the growing number of sponsored spots in 


station time. 
Cordially, hy fuk 
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Another thriller-diller from WJRT— 


“Homing pigeons, Chief?” 


Got the message? WJRT is the only single- 
station way to deliver your message to all four 
of the big, rich mid-Michigan metropolitan 
areas. Just one buy nets you Flint, Lansing, 
Saginaw and Bay City. And you come in on 
the beam with a grade “A” or better signal. 


*‘Stool pigeons, Ponsonby 
—the word’s all around 
that WJRT is the efficient 
way to buy Flint, 
Lansing, Bay City 
and Saginaw.” 


7m 


Plus, WJRT’s penetration from within puts 
you right in the heart of this lucrative market. 
We’ve got a half-million TV households wait- 
ing to hear from you right now. Join the flock 
that’s gathering nest eggs on WJRT, the 
efficient way to reach mid-Michigan. 





ABC Primary Affiliate 






Represented by HARRINGTON, RIGHTER & PARSONS, INC. 


New York + Chicago + Detroit » Boston « San Francisco « Atlanta 






July 13, 1959, Television Age 5 
















MAN: 






39 THRILLING FIRST-RUN FILMED 
HALF-HOURS BASED ON SAN DIEGO 
POLICE DEPARTMENT FILES!... FOR 
LOCAL AND REGIONAL SPONSORSHIP! 


REALLY DIFFERENT! 


It's the unusual story of a tough, resolute 
police officer . . . the eager, ambitious rookies 
he trains . . . and his friend, a resourceful, 
conscientious police-reporter. 


.-. And the story of a melting-pot city— 

San Diego . . . and its people—the fishermen, 
the sailors, the barkeeps, the bankers— : 
fully-drawn characters in intriguing situations. 
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HUNT" 


STARRING CO-STARRING 


VICTOR JORY PATRICK McVEY 


NEW! ALREADY SOLD TO: 


ALKA SELTZER 


(Leos Angeles, San Francisco) 


COORS BEER 


(Rocky Mountain Regional) 


GENESEE BREWING 


(Nine Markets Including 
Buffalo, Rochester and Syracuse) 





PLUS 


45 LOCAL ADVERTISERS 


FOR DETAILS CONTACT 





SCREEN W GEMS snc. 


TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORP 
NEW YORK DETROIT HICAG H TON HOLLYW C ATLANTA TORONT 





Y 
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Advertisement 


Ornithology and Psychology 


“The Lark Warbles a Sweet Song of a Revised South Bend Economy” 










































Chicago Sunday Tribune 
May 24, 1959 


“Soaring on Wings of the Lark” 


Business Week 


June 20, 1959 


These are just two titles of recent articles about the Studebaker 
Lark. The Lark is getting a lot of publicity lately. To some people, 
this publicity symbolizes a revitalization of the whole city of South 
Bend, Indiana. We like people to hear about a revitalized South Bend, 
because we're a part of everything—good or bad—that happens here. 
But there’s a psychological element to this publicity, too. The American 
idea of David taking on Goliath and winning makes a lot of people take 
interest, we think—( You'd have a hard time finding a better Goliath 
to tackle than the “Big 3”.) But really, Studebaker is only a “part 
of the whole” in the business scheme of South Bend. 


Actually, Studebaker isn’t our largest employer. Bendix Aviation 
Corporation, with two large plants, employs thousands more than Stude- 
baker right now. And U.S. Rubber, Curtiss Wright, and Dodge Manu- 
facturing all have very substantial work forces. When Studebaker got 
into trouble back in 1953, local business and civic leaders formed a 
Committee of 100 (and raised $350,000 to support it) to research, de- 
velop and promote a South Bend business climate that wouldn’t depend 
on Studebaker for its life-blood. The plan has succeeded, for 40 new 
industries have been attracted to the area, and prospects look good for 
many more. The final result: a healthy diversification, so that no one 
industry controls the balance in the area economy. 


Now, we have a strong economic business picture in South Bend. 
1958 was a bad business year by most people’s standards, but St. Joseph 
County was still 30th in the nation in both Per Household and Per 
Capita Effective Buying Income.* 


The psychological impact of Studebaker’s current success has had 
a great effect on South Bend and is a source of community pride. We 
couldn’t be prouder with the excellent job that every Studebaker em- 
ployee has done. But this success is not the whole economic story of 
our market—not by a long shot. 


WNDU-TV 


South Bend, Indiana 


*Sales Management— 
Survey of Buying Power, 1959 
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...and don’t try to sell Toledo 
with outside-market stations 


You'll never make it to the green. Why handicap 
your sales score by trying to reach Toledo with 
outside-market stations. Get to the green fast 

with WSPD-TV’s dominance in Toledo. The best WS» D =“. 
in ABC and NBC shows plus quality local pro- 

gramming guarantees you the most for your CHANNEL 13 * TOLEDO 


“Famous on the local scene 


advertising dollar. Play it smart. Shoot for par! Represented by the Katz Agency 


. a ~~ 
Stor er "Television. 1e3 were WAGA-TV WJW-TVY WJBK-TV WITI-TV 


Atlanta Cleveland Detroit Milwaukee 
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Fete, 3 

One of network television’ 
famous Westerns has just I 
available for syndicated s 
and it’s a sure-fire hit. Be 
... TRACKDOWN is the bi 
most important Western ¢ 
enter first-run syndication 
time when Westerns are 
very peak of audience popt 
...TRACKDOWN is produ 
location by Dick Powell's f 
Four Star Productions, ar 
a well-known star, Rober 


.. .TRACKDOWN is based 0 
histories taken from the fi 
the fabulous Texas Rangel 
_ is the only television shows 
win official endorsement fre 


Rangers and the state of 
...And-TRACKDOWN has } 
a huge audience-winner, ay 
— ing a 23.0 total Nielsen ra’ 
its run on the CBS Televisio 
_ work (October 1957—April 
against the stiffest compe 
Tiredof long shots? TRACK. 
(71 crack half-hours) can’t 


_.THE BEST FILM PROGRAMS FOR ALL 81 
"NEW YORK, CHICAGO, LOS ANGELES, D 
BOSTON, SAN FRANCISCO, ST. LOUIS, DA 
AND ATLANTA INCANADA: S.W.CALDW! 













































CBS FILMS 





BRAVE 
STALLION 















RUNAWAY SALES 
SUCCESS 
ALL ACROSS U.5.A.! 


ORTH 


Detroit, St. Louis, 
Cleveland, Ft. Wayne! 


AST 


Boston, New Haven, 
Albany, Portland! 


ST 
Los Angeles, Denver, 
Seattle, Salt Lake City! 


OUTH 


Atlanta, New Orleans, 
Miami, Richmond! 


Have your local ITC represen- 
tative give you the news of how 
BRAVE STALLION can in- 
crease audiences in your market. 


INDEPENDENT 


TELEVISION 
CORPORATION 


488 Madison Ave. - N.Y. 22 -PLaza 5-2100 
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Pioneer Insurance Advertiser 

Footnote to your article “Sales In- 
surance,” April 20, 1959, issue: 

The Home Security Life Insurance 
Co., of Durham, N.C., was the pioneer 
in television advertising among life 
insurance companies in North Caro- 
lina. Home Security was the first ad- 
vertiser of any kind in North Carolina 
to put together the state’s six markets 
with a network for a live weekly tele- 
vision program. 

After five consecutive years of tele- 
vision the company is still sold on its 
prestige vehicle. This fall Home Se- 
curity will again sponsor a weekly 
football program throughout North 
Carolina. 

W. D. Carmicnaet, Ill 
C. Knox Massey & Associates 
Durham, N.C. 


Toy Story 

Your story on the toy industry was 
one of the best and most complete | 
have seen... . 
to Shirley 
Downs. ... 


I'd like to send copies 
Temple and Johnny 
MELVIN HELITZER 
Director of Advertising 
Ideal Toy Corp. 

New York City 


Mattel Tv Pioneer 

AMAZED THAT IN YOUR TOY TV 
ROUND-UP STORY YOU OMITTED TV'S 
FIRST YEAR-ROUND TOY SPONSOR, MAT- 
TEL ON “MICKEY MOUSE” SINCE INCEP- 


TION. MATTEL PIONEERED CONCEPT OF 
YEAR-ROUND TOY EXPOSURE, MORE 
THAN TRIPLED ITS VOLUME SINCE 


START, AND CHANGED PATTERN OF TOY 


BUYING . . . STARTING IN OCTOBER, 
MATTEL AGAIN LEADS THE WAY WITH 
ITS OWN HALF-HOUR ABC SUNDAY 


SHOW, “MATTY’S SUNDAY FUNNIES.” 
RALPH CARSON 
CARSON-ROBERTS INC. 
LOS ANGELES 

Note: “No Child’s Play” in the June 15th 
issue of TV AGE is about’ spot advertisers 
in the toy field. Mattel, admittedly a real 
pioneer in the use of tv for toys, is primarily 
a network user and was not included for 

that reason. 
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RENEWALS POURING 


IN FOR 9 selling 
ND , YEAR! 





Already renewed for next 
season in market after market, 


JEFF’S COLLIE proves itself 

the “‘sponsor’s best friend!” 
Washington 
Baltimore 
Minneapolis 





Cincinnati 
Honolulu 

Lincoln 

South Bend 
...and many more! 








Inquire about availabilities 
in your market ! 


INDEPENDENT 


TELEVISION 
CORPORATION 





488 Madison Ave. - N.Y. 22 = PLaza 5-2100 












The Ones That SERVE 
Are The Ones That SELL 
in DES MOINES... IXININ] I 


Serves BEST... Selle BEST 
In DES MOINES.... 








RADIO and TV 


In this area, most people have learned through 
years of experience that KRNT and KRNT-TV 
stand above all others in service to the public, 
day in and day out. Most people turn to these 
stations for help and information. During lowa’s 
blizzard of March 5 and 6, worst in the past 
decade, more Des Moines people chosen at ran- 
dom in an impartial survey of 500 telephone 
calls made March 6 said they listened for the 
greatest part of the time to KRNT TOTAL RADIO 
for storm news and information than all other 
stations combined! 


Another outstanding example of public service 
occurred when KRNT-TV, in cooperation with 
the local Medical Society, planned and televised 
coverage of a “miracle” heart operation. Tele- 
vision made it possible for all Central lowa doc- 
tors to benefit from viewing a new “mechanical 
heart” in actual operation. 


Still another public service “tie-in’ was with 
Goodwill Industries of Des Moines. A completely 
isolated appeal for neckties for re-sale by Good- 
will Industries resulted in a landslide of ties to 
KRNT-TV’s dominant emcee personality. 


No wonder most people listen to, believe in and 
depend upon KRNT and KRNT-TV .. . selling 
lowa because they're serving lowa. In 1958, 
KRNT-TV presented 5,620 public service an- 
nouncements; KRNT RADIO presented 5,628. 


KIRIN I 


RADIO and TV 


Represented by The KATZ AGENCY 
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GW 


of 1959 


Among all the POW Colonels, you have made the 


most notable growth — not onlp in pout 
our company, but to the stations. 


contribution to 
agencies and advertisers te gerve. 


& 


We heredp acknowledge out prive in pour outstanding 
gales accomplishments, in pour important | 
work, awd in pout efforts to create 


and effective teant 
new business for the stations we represent. 


peat's 


We salute pou 
1 of 1959 


Tie POW Colone 




















THE PGW COLONEL SAYS: 


“Good selling 
is a fine art 
with us.”’ 


Some people believe salesmen are born. We know 
differently. It takes hard work, selfless interest and 
real devotion to turn out a pro. 


The “Colonel of the Year” is our most coveted 
award at PGW because we believe that the sales- 
man who contributes the most to the growth and 
development of himself, his company and the sta- 
tions we represent should be recognized and re- 
warded handsomely. Don’t you? 


PETERS, 
Q@RIFFIN. 
W OODWARD, we. 


Pioneer Station Representatives Since 1932 


NEW YORK CHICAGO DETROIT HOLLYWOOD 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 








BUT... The WKZO-TV Coverage Map 
Will Give You “The Picture” 


PLEASE NOTE! As shown below, WKZO-TV de- 


livers 94.9% h th Stati —_" ' 
Seuiy teugh Saterday, © pm, to abhagiet Around Kalamazoo-Grand Rapids! 
NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA NSI, ARB, NCS No. 3—all three give WKZO-TV a big 
(Jon. 25-Feb. 21, 1959) edge as Western Michigan’s best television buy! 
STATION TOTALS FOR AVERAGE WEEK And here’s proof of WKZO-TV superiority: 


HOMES DELIVERED | PERCENT OF TOTAL @ Latest NSI survey gives WKZO-TV more homes 
in six times as many quarter hours as Station B! 


@ WKZO-TV is out front in 60.6% of all quarter 
hours in the Kalamazoo-Grand Rapids ARB 9-county 
survey (Jan. 12-Feb. 8, 1959). 


Noon-3 p.m. 69,400} 35,200 | 66.3% | 33.7% @ NCS No. 3 gives WKZO-TV far more homes— 
3 p.m.-6 p.m. 68,000) 54,500 | 55.5% | 44.5% monthly, weekly, daily—than any other Michigan 


Sun. thru Sat. station outside of Detroit! 
6p.m-9p.m. |148,700) 95,500 | 60.8°/, | 39.2% ¢ 
9 p.m.-Midnight | 134,300] 68,900 | 66°, 34% Add WWTYV, Cadillac, to your WKZO-TV schedule for 


all the rest of outstate Michigan worth having. 
%* World's oldest map (c. 2,200 B.C.) is a cadastral clay tablet used for land taxation, now in Istanbul Museum, Turkey. 


WKZO-TV. 


100,000 WATTS @ CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 





WKZO-TV/STATION B] WKZO-TV/STATION B 





Mon. thru Fri. 
6 a.m.-9 a.m. 17,600} 17,300 | 50.4% | 49.6% 
9 a.m.-Noon 55,500} 32,300 | 63.2% | 36.8% 
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‘The Blandings’ Placed on the Market 


Screen Gems’ The Blandings is now being offered to 
major regional advertisers. The program, a situation 
comedy, has not been placed into syndication in the usual 
sense of the word, since it appears that the Columbia sub- 
sidiary will not go ahead with the program on the market- 
by-market route until it has at least one major regional 
wrapped up. Should this happen, SG for the first time 
would be in a position where it will have three new pro- 
grams in syndication at the same time. The others: the 
second series of Rescue 8 and Manhunt. 


Bonomo Buying 

Buying is just getting under way for the fall campaign 
on Bonomo’s Turkish taffy made by the Gold Medal Candy 
Corp. Having had a record year in 1958, the budget is 
being upped about 20 per cent for the new drive, with 
spot slated for an additional 10 markets over last year’s 
list. For the first time, the product will be advertised in 
Canada. A new animated minute spot will be placed in 
top-rated kid shows in major markets. Joyce Peters is 
the timebuyer at Mogul, Lewin, Williams & Saylor, Inc., 
New York. 


Tatham-Laird Adds in N.Y. 

Approximately 15 people of a planned total of 22 have 
been added to the New York office of Chicago-based 
Tatham-Laird, Inc., with the new employes brought in 
primarily to work on Dristan and Dondril—products of 
Whitehall Pharmacal Co. which the agency recently ac- 
quired from Bryan Houston, Inc. Val Ritter, previously 
with Cunningham & Walsh, Inc., is timebuyer on the prod- 
ucts. All existing schedules were renewed for the third 
quarter, and studies are under way preparatory to placing 
the fall spot. Dristan is expected to continue as one of 
spot’s top brands. 


NTA Scores With ‘Passport’ 

National Telefilm Associates has invested approximately 
$14,000 to date in a rather unique promotional effort in 
the station-relations area. Under the direction of Marty 
Roberts, director of promotion, the company has distrib- 
uted gratis to some 300 stations its half-hour film of the 
recent Cannes Film Festival. The film, titled Passport to 
Glamour, is also being offered overseas and will be offered 
again in this country. It took a crew two weeks to shoot 
over three hours of footage, which was then dubbed, scored 
and edited. 


Factor’s Latest 

Max Factor, which doesn’t let a season go by without a 
new cosmetic product, is slating a late-September intro- 
duction on “Goldfire” lipstick. Minutes and 20’s in all top 


WHAT’S AHEAD BEHIND THE SCENES Te le-scope 











markets will run. Jane Mars is the buying contact at 


Kenyon & Eckhardt, Inc., Los Angeles. 


Tv During Newspaper Strike 

Advertisers using television during the recent Kansas 
City newspaper strike reported business “equal” to that 
a year ago in most cases. Some even reported gains. Sam 
Schwartz Pontiac, which “never uses newspaper advertis- 
ing for new cars anyway,” told KMBc-Tv that he got a 
“terrific response” from a heavy week-end tv and radio 
schedule. Emery-Bird-Thayer: “Total volume during the 
period of the strike was at least even with last year.” Jones 
Dept. store: “Total sales . . . were on the plus side.” 
Olympia Shops For New Show 

Olympia Brewing Co. of Olympia, Wash., is currently 
shopping for a new syndicated television property. The 
company has been sponsoring Ziv’s Target in approxi- 
mately 45 markets in the west and northwest for the past 
year, and it’s understood that the new investment will en- 
compass at least that many markets. Olympia’s agency is 
Botsford, Constantine & Gardner, Seattle. 


MGM-TV Pushes ‘Thin Man’ 

MGM.-TV, in distribution of syndicated half hours for 
the first time, will be offering The Thin Man to top re- 
gional clients starting next week. Dick Harper, who has 
the new title of director of syndicated and feature sales. 
heads up the operation. Several additional program se- 
ries may be on the market by the end of the year. 


One-Shot for Canada Dry 

Canada Dry, Inc., which infrequently places local spot 
campaigns at the request of individual bottlers, set a spe- 
cial one-time promotion on 36 stations. The July 2lst 
issue of the quarter-hour film show This Week In Sports 
will be sponsored in Albuquerque, Anderson, Augusta, 
Billings, Boise, Bristol, Charleston, Clarksburg, Colorado 
Springs, Columbia, Corpus Christi, Denver, Evansville, 
Fresno, Houston, Kearney, Las Vegas, Lafayette, Lebanon, 
Lexington, Los Angeles, Manchester, New York, Norfolk, 
Philadelphia, Phoenix, Poland Springs, Salisbury, Seattle, 
South Bend, Spokane, Tampa, Thermopolis, Wheeling. 
Weslaco and Yakima. Edna Cathcart at J. M. Mathes, 
Inc., New York, is the timebuyer. 


New Pay-Tv Money 

Matty Fox’s pay-tv concern, Skiatron of America, Inc., 
in various difficulties since its formation, is due to get a 
figurative shot in the arm, it was reported at press time. 
Several high-ranking Hollywood film executives are ready 
to make heavy investments in the firm, it was said, con- 
vinced, apparently, that Mr. Fox can at last supply what- 
ever has been missing in pay-as-you-go tv schemes. 
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Announcing ..... 


ANOTHER TELEVISION FIRST FROM ARB 


Audience size for every U. S. TV station 


in every U. S. television market with... 


nationwide tv 


e Sampling in every U.S. county 

Complete 44 hour viewing to every U.S. TV station 

Total homes reached by every program and spot 

Simultaneous coverage data for the entire U. S. 
e Fully automated UNIVAC® data processing 
Once more ARB leads the TV research industry in a 
dramatic new advance to be introduced in fall 1959... 
TOTAL U. S. TY MEASUREMENT! By means of an entirely 
new concept . . . a progressive sampling approach reaching 
into every U. S. county, plus electronic digesting and 
interpretation of data by the newest UNIVAC® . . . ARB makes 
possible simultaneous measurement of all TV viewing to 
every U. S. TV station, wherever that viewing might occur. 


For the first time in history, stations and buyers of time 

will be supplied with actual homes delivered by every one of 
the 500 plus U. S. TV stations separately, by each 
quarter-hour of the week for each station, plus complete 
station circulation figures showing where these viewers are. 


These new features will be included in addition to ARB’s 
regular metropolitan area rating reports and audience 
composition studies already standard in over 

150 important markets. 


You'll be hearing more soon about this fabulous new fall 
1959 package from ARB—first with the interviewer 
supervised diary, first with one-week / four-week 
measurement, first with the all-electronic ARBITRON, 
and now ... first with NATIONWIDE TV MEASUREMENT! 


AMERICAN RESEARCH BUREAU, INC. 


WASHINGTON @ 4320 Ammendale Road, Beltsville, Md., WEbster 5-2600 
NEW YORK e 400 Park Avenue, New York 22, N. Y., PLaza 1-5577 
CHICAGO e 1907 Tribune Tower, Chicago 11, Ill., SUperior 7-3388 
LOS ANGELES e 6223 Selma Avenue, Hollywood, Calif., HOllywood 9-168 





Business barometer 


National spot billings showed a drop in May over those in April. 





The TELEVISION AGE Business Barometer index of national spot billings indicates that 
this division of television was off 2.2 per cent in May under totals in April. 





May totals were up 23.6 per cent over national spot billings in May 1958. 





A survey of the national spot record for May over the past five-year period indi- 
cates that while a drop in billings is not unprecedented, it is by no means 
usual. This may be 
accounted for, at SPOT BUSINESS 
least in part, by the May dune July Aug. Sept. Oct. Nov. Dec. Jan. 
fact that April spot [ A oe 
billings were much 
stronger than usual. 





Feb. Mar. Apr. May 








The record shows that national 
spot billings were up 
6.7 per cent in May 
over April 1954, 3.8 
per cent in May 1955 
and 4.9 per cent in 
May 1956. In 1957 
there was a drop in 
May under April spot 
billings of 1.2 per 
cent, while in 1958 
the gain for the month 
was 2.8 per cent. 


























In 1959 spot has gained in 
totals each month 
Since January. In Feb- 
ruary there was an 
11.4-per-cent gain. In 
March the increase was 
13 per cent and in 
April 2.1 per cent. 











| | 
These gains are illustrated ry | 
the chart on this - ares 
page, which also shows | | | 
a comparison for each iF 33 ee Ss | ¥ | | | 
month for the past 


three years. A May off 2.2 per cent under April 
B May 1959 up 23.6 per cent over May 1958 




















The increase in spot totals as 
compared with those a 
year ago has been fairly constant month-by-month since the first of the year. 








In January the index showed an increase over the same month in 1958 of 26 per cent. 
In February there was an increase of 22.4 per cent, in March of 23 per cent 
and in April of 23.6 per cent. The increase this month of 23.1 per cent was 
to be expected. 
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“Me an’ J.K. 


is just like this!” WJAR-TV not only has a corner on quality feature films in the Providence 
market, but also exposes them with rare showmanship. Morning and afternoon films, for example, 
are emceed daily by personable Jay Kroll who asks viewers to write and tell him what they would 
like to see, then waits for the mailman to clue him 

on local tastes. Between “acts”, Jay interviews 10th Anniversary of CHANNEL 10 


visiting celebrities, and leaders of local and national 
civic groups. ““The Jay Kroll Show’ — another WI AR-TV 
good reason why WJAR-TV has won the TV heart 


of the PROVIDENCE MARKET. Cock-of-the-walk in the PROVIDENCE MARKET 


NBC - ABC - Represented by Edward Petry & Co., Inc. 
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Spot seen answer to distribution problem . . . page 21 


Color increases value of tv station........ page 47 


Independents average 21 features weekly .... page 48 


Spot is Efficient 

National tv spots, according to 
Halsey Barrett, manager of new-busi- 
Katz 
Agency, Inc., are the answer to the 


ness development for the 


question of how to raise U. S. selling 
efficiency to match production. Since 
1946, he notes, our production has 
risen 64 per cent while the distribu- 
tion of merchandise has improved 
only 22 per cent. “It is not produc- 
tion, but consumption which is a rul- 
ing factor in our economy,” quotes 
Mr. Barrett in a current presentation. 

Entitled The Sales Managers’ Me- 
dium, the new Katz appeal for spot 


SCARCITY TRAINING 


THME-WASTING LIMITED CALLS 


EXPENSE ACCOUNTS 
TRAVEL 


SICKNESS VACATION GAPS 


DISTRACTIONS 


iy ae 
SALES MANAGER “ 





No problems with tv “salesmen” 


advertising points out that national 
manufacturers should look upon video 
spot not only as an advertising tool, 
but as an integral part of their sales 
department. Spot can be the sales 
force, it is stated, which increases 
mass distribution of goods and pre- 
vents the economy from bogging down 
into recession or collapsing into de- 
pression. 

Much of the present difficulty in in- 
creasing sales efficiency, Mr. Barrett 
claims, lies in the high cost of in-per- 
son salesmanship, the problem of cov- 
ering a nationwide territory and a 
basic inability to locate competent 
salesmen. 


“Even the retail clerk is gone to- 


day.” said Mr. Barrett. “Supermar- 
kets do 85 per cent of national grocery 
sales and 50 per cent of all health and 
beauty-aid sales. Vending machines 
gross $2 billion a year, dispensing 16 
per cent of all cigarettes, 21 per cent 
of all candy and 30 per cent of all soft 
drinks. Discount houses do a fantas- 
tic volume with no pretense of sales- 
clerk salesmanship.” 

The answer to the sales manager's 
preblem of obtaining adequate selling 
both on the wholesale level and the re- 
tail level, claims the Katz presenta- 
tion, is the national spot tv commer- 
cial. 

On the middleman’s grounds, it is 
stated that distributors and retailers 
easily acknowledge the sales power of 
video commercials: “Television was 
recognized by 63 per cent of 3,100 
dealers in five retail fields as the num- 
ber-one advertising force of all types 
of media.” Because retailers know 
television can create consumer de- 
mand for a product, they are extreme- 
ly receptive to stocking the products 
advertised. This automatically cuts 
down on the selling that must be done 
by the manufacturer. 

Two cases in point are Lestoil and 
Anahist. Both use large amounts of 
national spot tv to build a consumer 
demand which forces distribution 
through local retailers. In each case, 
the manufacturers’ salesmen have 
found the local merchants awaiting 
them with open arms, or the mer- 
chants have gone directly to the man- 
ufacturer to obtain stock. 

Reaching the consumer directly, 
national spot pre-sells the supermarket 
customer, the discount-house client, 
the vending-machine buyer, etc. And, 
according to Mr. Barrett, the video 
commercials work longer hours and 
are infinitely more flexible and less 
costly than an in-person sales staff. 

“A coast-to-coast national medium,” 


THE WAY IT HAPPENED Of f= Ws f Fr O nn t 





HALSEY V. BARRETT 


. answer to the problem .. . 


says Mr. Barrett, “forces you to send 
equal ‘sales ranks’ to your number-one 
market and your 150th market. With 
national spot tv, you can concentrate 
only on those markets that are most 
essential to your marketing set-up and 
will be most productive.” 

He continued to say that local tv 
schedules in strong markets can be 
“heavied up” to keep the market ac- 
tive, to beat out competition, to 
prompt quick repeat purchases and to 
strengthen consumer desire by reach- 
ing more potential customers more 
frequently. In weaker markets, sched- 
ules can be placed to overtake com- 
petition, to speed up consumer pref- 
erences for the manufacturer’s brand 
and to introduce the brand to more 
people. 

A section of the Katz presentation 
notes than video salesmen, unlike a 
personal sales force, have no expense 
accounts, no family distractions, no 
sick days, no mileage allowances, etc. 

After a number of success stories 
Remco, Avon, Maypo, Proctor Elec- 
tric, etc.—the presentation closes with 
an “urge to buy” request. The Katz 
Agency asks that manufacturers place, 
in addition to any television advertis- 
ing budget, a percentage of the year’s 
sales budget into national spot tv. 


(Continued on page 47) 






July 13, 1959, Television Age 2] 





Ss | eee 


MlCaANS 












CONVENTIONS 
BUSINESS MEETINGS 





630 9th avenue, n. y. ¢. ju 6-6466 
5 w. hubbard, chicago mo 4-6646 
810 n. highland, hollywood ho 4-7441 
420 lincoln rd., miami beach je 8-1818 










TELEVISION 


22 July 13, 1959, Television Age 


NC. 


a & 









Tv tips the sales 


Tobacco firms find 
filter boom continues hand in hand 


with network promotion 


pete companies appear to have found net- 
work television an ideal selling vehicle. 
With sales at an all-time high in 1958 and with 
another record first quarter behind them, cig- 
arette firms will spend as much as $20 million 
more in the medium in an attempt to surpass 
previous volume. The relationship between in- 
creased sales and increased investments in net- 
work tv is a clear one, according to a TELEVISION 
AGE analysis. 

Although it is still rather early to compare 
investments made for next season with those 
made last fall (since additional commitments are 
possible), it is clear now that there will be more 
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cigarette advertising laced through network 
shows, especially the new ones. Of the 36 
prime-time network programs which will be fully 
or partly sponsored by tobacco companies in the 
coming season, 17 are new to television. And 
of those 17, only two can be considered out of 
the action-adventure or western class. 

To put it more positively, it appears that cig- 
arette advertisers this fall will concentrate almost 
exclusively on “man people,” to use a phrase 
coined by a male advertising-agency executive. 
Woman-people smokers haven’t been forgotten 
entirely, but the emphasis in October will be on 
programs with masculine appeal, much more 
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CBS-TV’s The Adventures of Dobie Gillis 


so than in previous years. Of those 
36 cigarette-backed entries, 29 are 
either action-adventure series or 
the 1958-59 season 
these categories represented less than 
half (14) of 33 tobacco-sponsored 
programs. 

Several 


westerns. In 


have 
been made in the program area, and 
millions of dollars are riding on those 


interesting moves 


moves, since investments by cigarette 
companies in network television have 
been increasing steadily over the 
In 1958, for instance, total 
expenditures reached $62.1 million, 
a new record, according to the Tele- 
vision Bureau of Advertising. And 
in the first quarter of this year, says 


years. 


TvB, tobacco expenditures in network 
television climbed more than $5 mil- 
lion over the same period in 1958— 
from $14.5 million to $19.9 million. 
TvB’s first four months’ comparison 
shows that $6.5 million more was 
spent by these companies in the 
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medium in 1959 than in the com- 
parable period last year. 

And in the year 1958 most of the 
major companies invested a_ hefty 
percentage of their advertising dol- 
lars in network tv. 
Tobacco Co., with an_ estimated 
$36.6-million total advertising budget, 
spent $11.3 million in the medium; 
P. Lorillard & Co. invested $9.8 mil- 
lion of its $24.9-million budget in 
web tv; R. J. Reynolds Tobacco Co. 
spent $6 million of $23.1 million in 
the medium; Brown & Williamson, 
with $21.4 million to spend, invested 
$8.2 million in network television; 
Liggett & Myers, with a $20.3-million 
budget, spent over half of it—$10.8 
million—in network tv, and Philip 
Morris, Inc., invested $4.9 million of 
its $19.1-million budget in the 
medium last year. 


American 


These irivestments appear to be re- 
flected in sales volume, which has 
been estimated at over $4 billion for 


R. J. Reynolds has invested in 77 Sunset Strip 


the entire industry in 1958, with net 
earnings said to approach $220 mil- 
lion. These figures indicate that 
Americans smoked something like 
430 billion cigarettes in that year, 
a five-per-cent increase over 1957. 
Sales continued to climb in the first 
quarter of this year. According to 
the Tobacco Merchants Association, 
tax-paid removals of cigarettes totaled 
106.349 billion in the first quarter, 
up 6.2 per cent over the same period 
in 1958. Total output of cigarettes 
in the first quarter reached 115.160 
billion, a rise of 5.5 per cent over 
the first quarter last year. 

The following is a TvB breakdown 
of first-quarter expenditures by ma 
jor companies in network television 
compared to the same period last 
year: American Tobacco Co., $3.1 
million, as against $2.8 million; 
Brown & Williamson, $2.2 million, as 
million; Liggett & 
Myers, $3.3 million, as against $28 


against $1.8 
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Cigarette firms set another new high for 


Lorillard, $3.4 million, 
as against $2 million; Philip Morris, 


million; P. 


$1.7 million, as against $1.5 million, 
and R. J. Reynolds, $3.9 million, as 
against $3.6 million. 

The figures clearly show an ideal 
business cycle: increased investments, 
increased sales, 
further advertising, 
still more sales. Not even the wildest 


sales; increased 


increases in 


fantasies of cigarette-company stock- 
holders approach this reality. 

The reality was threatened for a 
while by a lung-cancer and throat- 
cancer scare. The scare is refiected 
in part in volume figures for the kind 
of cigarettes that are sold. In 1958 
filter tips continued to gain a larger 
share of the total market, climbing 
from 40 per cent in 1957 to 46 per 
cent. Regular brands continued to 
drop: in 1957 they accounted for 39 
per cent of the market, dropping to a 
34-per-cent market share in 1958. 
King-size cigarettes maintained their 


network tv in first quarter 


Brown & Williamson backs ABC-TV’s Philip Marlowe 


share of approximately 20 per cent 
of the market. 

An examination of the share of 
market by cigarette types since 1952 
dramatically illustrates this pattern. 
In 1952 regulars accounted for 80.5 
per cent of the market, king size for 
18.2 per cent and filter tips for 1.3 
per cent. From this minute percent- 
age of the whole, filter tips sales then 
began to climb, an indication that 
the health claims made for them were 
accepted by the smoking public. In 
1953 filter tips had 3.2 per cent of 
the market, in 1954 10.1 per cent, in 
1955 19.6 per cent, in 1956 29.7 per 
cent, in 1957 39.9 per cent and in 
1958 45.9 per cent. 

Sales volume by major companies 
in 1958 varied. P. Lorillard & Co. 
scored the largest percentage increase 
in domestic output over 1957—63.2 
per cent, or 51.4 billion cigarettes, as 
compared to 31.5 billion cigarettes 
in 1957. R. J. Reynolds was the 1958 


leader in domestic cigarette output 
with 125.2 billion cigarettes, an in- 
crease of 7.2 per cent over the 116.8 
billion it produced in 1957. Share 
of output climbed from 28.5 per cent 
to 28.9 per cent. 

American Tobacco Co.’s 1958 do- 
mestic output of 116.4 billion ciga- 
rettes represented a one-per-cent drop 
from its 1957 output of 117.6 bil- 
lion, and its share of domestic output 
fell from 28.7 per cent in 1957 to 
Liggett & 
Myers was third in domestic output, 


26.8 per cent last year. 


manufacturing 56.3 billion cigarettes, 
a 5.5-per-cent decline from its 1957 
level of 59.6 billion. 
domestic share fell from 14.6 per 
cent in 1957 to 13.0 per cent in 
1958. 


Domestic 


The company’s 


cigarette output for 
Brown & Williamson amounted to 
41.8 billion cigarettes in 1958, 4.1 
per cent below the 1957 level of 43.6 


billion. The company’s share of do- 
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Peter Gunn—another action show 


mestic output fell from 10.7 per cent 
in 1957 to 9.6 per cent in 1958. Last 
year’s domestic output for Philip 
Morris climbed 6.6 per cent over 
1957 levels. In 1958 the figure was 
40.2 billion cigarettes, as compared 
to 37.7 billion cigarettes in 1957. 
This company’s share of domestic 
output increased from 9.2 per cent in 
1957 to 9.3 per cent in 1958. 

In addition to these over-all figures, 
there were some interesting occur- 
rences within types of cigarettes, and 
among brands. Some of the original 
filter tips seem to be losing ground 
to the new high-filtration and mentho- 
lated brands. In 1958 filter brands 
which experienced share-of-market 
increases were Kent, Salem, Tareyton, 
Kool, Parliament and Newport. On 
the other hand, Winston, L&M, Vice- 
roy, Old Gold and Hit Parade ex- 
perienced losses in share. 

The two brand leaders in this field 


were Winston and Kent cigarettes. 
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Tobacco companies will sponsor or co-sponsor 17 new programs this fall 


a 





Winston was the leading filter-tip 
cigarette in 1958 with 9.7 per cent 
of the total cigarette market and 21.2 
per cent of the filter-tip sub-market. 
Although sales volume was up 5.5 per 
cent in 1958, the brand lost in share 
of the filter-tip sub-market, declining 
from 1957’s 24.5 per cent to 21.2 
per cent last year. 

Kent, on the other hand, almost 
doubled its share of the sub-market 
(from 9.2 per cent in 1957 to 18.1 
per cent in 1958) and better than 
doubled its share of the total market 
(from 3.7 per cent to 8.3 per cent). 
Kent’s sales in 1958 increased 138.4 
per cent over 1957. 

Although sales gains were not 
always that impressive within the 
filter-tip field, there were generally 
gains of some sort. It is the regu- 
lar brands which experienced, and 
continue to experience, losses in vol- 
ume. Asa group, regular brands 
fell 8.5 per cent below 1957 levels. 


P. Lorillard has picked up CBS-TV’s Hennesey 





The one brand exception to this 
trend is Camels, which experienced 
only a 0.9-per-cent loss, and at the 
same time managed to strengthen its 
hold on first place in the “regular” 
Camel’s share of the 
total cigarette market declined from 
15.7 in 1957 to 14.6 per cent im 
1958. Its share of the sub-market 
increased from 39.9 per cent in 1957 
to 43.1 per cent in 1958. 

Worst sales dip experienced by this 
















sub-market. 


type of cigarette was the 22.9-per- 
cent drop which hit Old Gold. How- 
ever, Philip Morris, Kool, Chester- 
field and Lucky Strike also suffered 
losses greater than the 8.5-per-cent 
decline registered by regular brands 
as a group. It is clear that these 
brands now have a marketing job 
comparable to selling sunlamps to 
prospectors in the Mojave Desert. 
For reasons that appear to be un- 
explainable, king-size cigarettes in 
1958 managed to maintain their share 
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of the total cigarette market (20 per 
Pall Mall was the leader, in- 
creasing its sales volume by 6.4 per 


cent). 


cent, maintaining its share of the 
total cigarette market (13.4 per cent) 
and increasing its share of the sub- 
market (66.4 per cent, as compared 
to 64.5 per cent in 1957). Raleigh 
increased its share of the total market 
and the sub-market, while Chester- 
field, Old Gold, Philip Morris and 
Tareyton experienced slight losses. 
This was the marketing picture in 
1958, and there appears to be every 
reason to assume that it has carried 
over in 1959. Until the emphasis on 
health dies down (so to speak), filter- 
tip cigarettes will continue to corner 
larger shares of the market. But 
straight or strained, king-sized or 
regular, cigarette companies will be 
out this fall to increase volume and 
to knock 
Curiously, they'll be using the same 


each other’s brains out. 


type of programming to achieve 


Playhouse 90 returns with cigarette money 






these competitive ends. 

As has been noted, only seven of 
the 36 cigarette-sponsored programs 
this fall are outside of the he-man 
These programs 

adherents, of 


type of program. 

their female 
course: there are plenty of women 
boxing buffs for ABC-TV’s Wednes- 
day Night Fights, and NBC-TV’s 
Peter Gunn is said to have a certain 
charm the ladies like, but by and 


large the programs seemed to be 


have 


aimed at male viewers. 

It’s for this reason, apparently, 
that all three networks are currently 
pitching daytime television to tobacco 
companies, pointing to the heavy per- 
centage of women viewers and to the 
fact that they make important buying 
decisions. 

In prime time this coming season, 
the networks will share cigarette 
money in the following way: ABC- 
TV will have 12 different programs 
fully or partly sponsored by tobacco 


Brown & Williamson goes with Wednesday fights 


firms; CBS-TV will present 13 shows 
backed with tobacco money, and 
NBC-TV will present 11 cigarette- 
sponsored programs. Last season, a 
breakdown of tobacco-sponsored 
shows by network read as follows: 
ABC-TV six, CBS-TV 14 and NBC- 
TV 13. 

Some of the leading firms have 
switched networks as well as pro- 
gramming formats. Liggett & Myers, 
for instance, invested in five programs 
on NBC-TV, one on CBS-TV and 
none on ABC-TV last season; this 
year the company has invested in five 
shows on ABC-TV, two on CBS-TV 
and one on NBC-TV. 
Tobacco to date has invested in one 
CBS-TV show and three NBC-TV 
programs; last year the company had 
four CBS-TV programs and two NBC- 
TV shows. 

Tobacco 
their schedules pretty well completed. 

(Continued on page 64) 


American 


concerns seem to have 
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gegen. non-network time for 
spot buys has long been a 
verdant but too often neglected area 
But with 
one-minute 


of television advertising. 
the demand for 
steadily increasing among major ad- 
feel that ID’s alone 
cannot tell their full story, the po- 


spots 


vertisers who 
tential value of this area is becoming 
very evident. 

The 
program, The Jack Paar Show over 
NBC-TV 11:15 p.m. to 1 a.m. Mon- 
day through Friday, is reportedly 
sold out, with new availabilities not 


only late-evening network 


expected to open up until the fall. 
A similar situation is gradually de- 
veloping in late-evening spot, and 
many advertisers are now faced with 
decisions which require new facts on 
early-evening local audiences, as well 
as on their late-night counterparts. 
One popular misconception about 


early- and late-evening time, better 
known as fringe time, involves the 
assumption that relatively few homes 
view television during these time 
periods. Since average sets in use 
are far lower than in prime evening 
time, it is assumed that total reach 
also would follow the same patterns 
in fringe time. 

Authoritative agency and rating- 
service research reveals that actually 
this is not true at all. A special A. C. 
Nielsen study last spring (March 
1958) showed that 88 per cent of all 
U.S. tv homes viewed television per 
week between 6 and 7 p.m., 73 per 
cent were reached between 11 p.m. 
and midnight, and post-midnight pro- 
gramming was watched in 51 per 
cent of all tv homes in only one week 
(see chart I). 

In short, according to this study, 
the combined weekly reach of a few 


2. Distribution of Fringe Time by Program Type 


(Top 60 Markets ) 
Total Evening 
Evening Weekly Home 
Quarter-Hours Impressions 
Early Late Early Late 
Mon.-Fri. Mon.-Fri. Mon.-Fri. Sun.-Sat. 
1. Children’s Shows 
Cartoons, action & misc. 25% a 31% = 
2. Adult Shows 
Movies 21 50% 15 40% 
News 19 13 19 22 
Syndicated (30 min.) 26 8 26 13 
Network DB’s* i 4 7 4 
Jack Paar — 15 — 16 
Misc. 5 10 2 5 
Total: 100° 100° = 100 100° 


* Delayed broadcasts are common in large markets with less than three stations. 
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1. Unduplicated Weekly U.S. 
Tv Audience Per Cent Total 
U.S. Tv Homes Reached 
(March 1958) 


Undupii- 
Average cated 
Sets-In-Use Homes 
(Per Reached 
N.Y. Time Minute) (Per Week) 
6-7 pm. 47.9% 88.4% 
7-8 pm. 61.3 93.0 
8-9 pm. 69.9 93.7 
9-10 p.m. 68.3 93.0 
10-11 p.m. 55.4 89.4 
11-12 mid. 30.3 73.0 
Post midnight — 51.4 


All weekly viewing (day & night) 


94.5 


hours of early- and late-evening pro- 
gramming is virtually the same as 
prime evening time, despite lower 
average sets in use. 

What kind of programming is 
available in fringe time on a local 
basis? A major New York adver 
tising agency recently conducted a 
special survey in 60 top markets 
which produced some interesting find- 
Early was defined 
roughly as the 90 minutes directly 
preceding network programming 
from Monday through Friday, late 
evening as the two-hour period fol 


ings. evening 


lowing network shows from Sunday 
through Saturday. 

On an over-all 60-market basis it 
was found that 75 per cent of all 
early-evening time was programmed 
with fare which was adult or family 
Only 25 per cent of the 


local programming in this time period 


oriented. 
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was composed of children’s shows, 
cartoons and action series such as 
Sky King and Superman. 

Late-evening programming was, of 
course, found to be completely adult 
in nature, with feature films alone ac- 
counting for 50 per cent of all quar- 
ter-hours, and the Paar stanza ac- 
counting for 15 per cent of late-night 
program time (see chart II). 

Another revealing comparison was 
obtained in the distribution of total 
fringe evening weekly home impres- 
sions, as well as fringe quarter-hours, 
by program type. Using ARB ratings 


3. Average Fringe Time 
Ratings (Top 60 Markets) 


Early Late 
Mon.-Fri. Sun.-Sat. 
Children’s 15.5 -- 
Movies 8.9 5.5 
News 12.2 11.5 
Syndicated 
a) Action 15.4 10.8 
b) Gen. Drama 9.4 10.8 
Jack Paar — 6.9 
Average* ee? ae 


* Including Miscellaneous 


in each of the 60 markets, the 
agency conducting the survey dis- 
covered that although children’s 
shows accounted for only 25 per cent 
of total quarter-hours, they drew 31 
per cent of the early-evening audi- 
ence. Among adult programs, news 
and syndicated shows tended to do 
especially well. 

The average ratings by program 
type (see chart III) show that adult 
local programming in early-evening 





4. ARB Audience Composition (Top 60 Markets) 


Early Evening 
Syndi- 
cated 


Movies News 
Children 25% 14% 
Men 33 39 
Women 42 47 


Viewers Per set 22 2.1 


time slots commands the same, or 
better, ratings than are available 
after 11 p.m. (New York time). 
While children’s programs are the 
top-rated early-evening fare, syndi- 
cated action shows pull just as well, 
with news and movies only a few 
points away. 

In ascertaining how audience com- 
in early-evening time is 
affected by the influence of children, 
as well as how individual types of 


position 


adult fringe programming vary in ap- 
peal, the agency study found that 
while the moppets are important in 
early-evening movie and syndicated 
audiences, their elders still dominate, 
comprising approximately 75 per cent 
of the total audience (see chart IV). 

ARB’s audience-composition break- 
down for the 60 markets in question 
further shows that the 33 per cent of 
men viewers of a typical network 
program between 7:30 and 11 p.m. is 
about the same as the male audience 
for each type of early-evening fare 
and is seven to 11 points lower than 


the percentages of male late-night 
viewing. 


26% 


Ty pic al 
Network 
Evening 
Shou 
(7 :30- 
11:00 P.M.) 


8% 5% 14% 23% 
13 14. 10 33 
49 51 46 44 


Late Evening 
Syndi- 


Movies News cated 


aa. Be. ne ae 


This indication of the potential 
value of advertising in fringe time is 
further strengthened by the chart 
IV figures that apply to women view- 
ers of early-evening, late-night and 
prime-time programming. Again, the 
percentage of distaff watchers of a 


(Continued on page 71) 


5. New York City Distribution 
of Early & Late Evening 
Advertising by Product 


Group 
Early Late 
Children’s Foods 6% O% 
Medical Prod. 3 4 
Tobacco 10 1] 
Cleansers-Detergents 9 15 
Beer & Wine 9 8 
Women’s Garments 6 3 
Tea & Coffee 6 6 
Misc. Foods 16 ] 
Beauty Prod. 9 15 
Dental 0 ] 
Other 26 26 
Total “100 ~=—:100 


Television Age 29 





July 13, 1959, 








Hons and real-estate com- 
panies using television have de- 
scribed it as the well-nigh perfect 
medium with which to sell their prod- 
uct. Citing its advantages, they often 
mention first the fact that it enables 
the prospective homeowner to inspect 
any number of houses without leaving 
his living room. 

Most family heads have limited 
time at their disposal, and all too 
many, even though interested in buy- 
ing a home, are distinctly reluctant to 
tramp the necessary miles through 
houses for which they have little lik- 
ing before finding the one that satis- 
fies both taste and pocketbook. 

The same argument applies to the 
real-estate salesman, for just as the 
prospect is able to inspect a number 
of houses without leaving his easy 
chair, so the salesman is able to show 
the house he is selling to hundreds of 
prospects at one and the same time. 

Pro-tv realtors argue that after a 
house has been shown on television it 


is often necessary to show it in person 


Television enables 
thousands to inspect a 
model home as quickly 
as one can see it 


in person 
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only once or twice before a “sold” 
sign can be planted on the front lawn. 

These advantages of television sell- 
ing apply with equal force to the real- 
tor who deals in all sizes of homes, 
both old and new, and the develop- 
ment promoter and builder. 

Since home-building in America 
continues at a pace parallel to that of 
the nation’s prosperity, a great num- 
ber of new homes must be sold this 
year. Housing officials predict that 
between 1.3 million and 1.4 million 
homes will be started in 1959. In 1958 
some 1.2 million were built. The Jan- 
uary-April period in 1959 saw new 
construction activity estimated to have 
totaled $15.1 billion. The annual rate 
for 1959 is expected to reach $54.3 
billion, which compares with actual 
outlays of $49 billion in 1958. 

Although television is growing rap- 
idly in popularity as an advertising 
medium for home-builders and real- 
estate men, there are still many who 
have not tried it or have given it only 
a limited trial, preferring to stick to 

































the older medium of print. With many 
the reasons are the same as they have 
been for reluctant department-store 
advertising executives: they hate t 
leave a well-tried medium for a new 
one; they don’t know how to advertise 
on tv, whereas they have a vast back 
ground of experience in print; they 
are too lazy to do the necessary re 
search to come up with an effective ip 
campaign when they are doing “ql 
right” with other methods. 

With this in mind Tv AcE has gath. 
ered here the facts on a number of 
typical tv campaigns by realtors and 
home-builders. Following are several 
examples which seem especially in 
teresting. At the right is a column 
listing more than 50 other active tp 
advertisers who are using the medium 
successfully. 


Florida Beach 
A Florida promotion that has found 
television effective in bringing pros- 
pects to the site is that for Apollo 
Beach, near Tampa. 





il 


ie 






































of J 
nect 
dev 
of " 
with 
tanc 


den 


whi 


on | 
grol 


ject 


Homebuildingan 










ve tv 
dium 


ingand real estate 








“To gain our objectives on behalf 
of Apollo Beach property sales, it is 
necessary that we make certain this 
development (located 10 miles south 
of Tampa on the Tamiami Trail) is 
known to every possible prospect 
within Sunday-afternoon driving dis- 
tance,” says Charles W. Broun, presi- 
dent of the agency of the same name 
which handles the account. 

“Our 60-second, sound-on-film spots 
on WIVT Tampa are creating the back- 
ground of familiarity with the devel- 
opment against which we can pro- 
ject specific selling features in various 
media. The immediate and positive 
response to our WIVT programming 
is evidenced by the fact that any time 
we wish to increase traffic at Apollo 
Beach all we have to do is throw in a 
couple of extra spots that week.” 

The Apollo Beach development is a 
5,000-acre waterfront area fronting 
five miles on Tampa Bay and incorpo- 
rating some 80 miles of sea-walled 
canals. The advertising effort is de- 
signed to sell homesites and homes. 
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Sales started in September 1958, and 
several hundred homes have been 
built, ranging in cost from $8,250 
to $60,000. The projected 14,000- 
home community will have all paved 
streets, city water, sewers and heavy 
recreational facilities, including an 
18-hole championship golf course, 
$250,000 yacht club, marinas, etc. A 
14-unit shopping center has already 
been built and is open for business. 

Principal executive of the company 
is Francis J. Corr, president. 

The company is using minute spots 
on WTVT and is currently setting up a 
new budget which is expected to call 
for an increase in ‘their frequncy. A 
theme, “A city is coming to life on 
the shores of sweeping Tampa Bay,” 
is used in the television advertising, 
which has been especially created for 
the project by the agency and station. 


Historic Pictures Sell 


Adapting a television campaign to 
the interests of the market paid off 
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Selling with Tv 


Akin Lumber Co., Westville, Okla. 
John Henderson, principal executive. Akin 
sponsors newscast on KTUL-TV Tulsa (10- 
10:15 p.m., Sat.) Approximate weekly 
budget is $260. 

All-State Lumber Co., Chicago. Terry, 
Gray, Schwartz & Harris, Chicago, is the 
agency. Carries a regular campaign on 
wen-tv Chicago. 

Alpine Construction Co., Chicago. 
Agency is Sander Rodkin Adv. Uses a regu- 
lar campaign on wen-tv Chicago. 
Ashland Building & Improvement Co., 
Chicago. Terry, Gray, Schwartz & Harris 
is the agency. Uses television campaign on 
wen-tvy Chicago as regular part of its ad- 
vertising program. 

Better Builders Supply Co., Toledo. 
Sponsors Speedy’s Feature Theatre, wspp-tTv 
Toledo (11:20 p.m. to closing, Mon. and 
Sat.); White Hunter wspp-try (11-11:30 
p-m., Sun.) Television budget is approxi- 
mately $100,000 annually. 

A. Boilard & Sons, Indian Orchard, 
Mass. The company sponsors a one-hour 
religious program on WWLP Springfield, 
taking only an audio credit as the program 
begins and as it ends. 

Bonadelle Homes, Fresno. Don Barry, 
Jimmy Fritz & Associates, agency. Uses 
saturation campaign of 10-, 20- and 60- 
second tv spots. A 40-acre tract, which was 
the first half of 80 acres, was sold out with 
173 homes in 30 days. The campaign hit a 
price class—from $10,950 to $13,950—which 
others had not touched. The builder feels 
that television was responsible for the traffic 
to the tract. Approximate annual tv budget: 
$40,000. 

Bradley Construction Co., Atlanta. A 
new company, Bradley uses a schedule of 
two minute spots each week on WLW-A 
Atlanta. -Announcements are given 
Executives are pleased with results. Ap- 
proximate annual tv budget: $4,000. 
Brune-Harpenau Builders, Cincinnati. 


live. 


Dinerman & Co. is the agency. Buys minute 
participations in The Paul Dixon Show on 
wiw-t Cincinnati (9-10 am., Mon. thru 
Fri.). 

Chicago Plastering Institute, Chicago. 
Agency is O’Grady-Anderson & Gray, Chi- 
cago. Is a regular television advertiser, with 
a campaign on wen-tv Chicago. 
Commercial National Realty 
Peoria. John Manning, president. Company 
buys two minute spots weekly on WMBD-TV 
Peoria at 10:15 p.m. between the regular 


Co., 


news and weather programs. Spots are 
placed on Thursday and Friday nights. 
Frank Burke, executive vice president of 
the reality firm, says: “Television is defi- 
nitely an excellent medium for institutional 
advertising. It creates a very favorable im- 
pression on our customers.” Approximate 
annual tv budget: $7,500. 

Corey Brothers, Maumee, Ohio. Buys 
minute between 6:30 and 7 p.m. Thursdays 
on wspp-tv Toledo. Budget is approximately 
$7,500 annually. 


a series of product group success stories 4 5 














































K. E. Cutcher Inc., Toledo. Uses minutes, 
20’s and 10’s spaced throughout the week 
on wspp-tv Toledo. Typical week calls for 
three 10’s Monday, three 10’s Tuesday, two 
10’s and minute Wednesday, three 10’s and 
minute Thursday, three 10’s and two min- 
uets Friday, 10, 20 and 5-minute ball scores 
on Saturday. Annual budget: approximately 
$15,000. 

Dunbar Bros., Toledo. Sponsors Uebel- 
hart and the News on wspv-tv Toledo, 6:30- 
7 p.m. alternate weeks. Budget is approxi- 
mately $50,000 annually. 

Flanders Lumber & Building Supply, 
Inc., Burlington, Vt. W. D. Flanders, 
president. A single late-night 
ment each week on wcax-tv Burlington is 
credited by the company for the best late- 
winter and early-spring business in the 
firm’s history. “To be exact,” president 
Flanders tells TvB, “our business was 25 
per cent more than our best previous year.” 
(il p.m., 
Tues.), and messages emphasize the com- 
pany’s complete building service. In the 
first year that Flanders Lumber was a con- 
sistent tv advertiser the company added 540 
feet of storage space for retail products, 
and an additional 2,600 square feet has 
been added since that time. 
Friendly Hills Estates, Los 
Uses four minute spots per week in Let’s 
Dance, with Al Jarvis, on Kasc-tvy Los 
Angeles. Annual tv budget: approximately 
$32,000. 


announce- 


Announcements are made live 


Angeles. 


Hamilton Real Estate, Fort Wayne. Ken 
Hamilton, owner. Advertiser has recently 
renewed his regular spot at 9 on Thursday 
evening on wPTA Fort Wayne. This is ad- 
jacent to highly rated Rifleman on ABC-TV. 
Weekly budget: $36. 

L. B. Harris Co., Chicago. George S. 
Sandler Adv. is the agency. Is carrying 
campaign on WGN-Tv Chicago. 

Hartford Home Builders Assn., West 
Hartford. Clayton Johnson, executive 
secretary. Buys Building America on WNBC 
Hartford-New Britain (1-1:30 p.m., Sun.) 
A panel-type show, the program uses three 
film segments which are discussed by 
guests. Alan Hanbury is moderator. Spon- 
sors are enthused about possibilities. An- 
nual tv budget: $15,000. 

Hesperia Development, Los Angeles. 
Company uses three 90-second spots on 
Let’s Dance, with Al Jarvis, on KABC-TV 
Los Angeles (11-12 midnight); minute 
spots nightly (6:30-7 p.m., Mon.-Fri.) ; day- 
time minutes at 12:30 p.m. and between 
2:30 and 3 p.m. Annual expenditure is ap- 
proximately $18,000. 

Housecrafters, Inc., Chicago. Agency is 
Malcolm-Howard Advertising. Uses tele- 
vision spots on WGN-TV Chicago as a part of 
regular advertising campaign. 

Jandel Co., Atlanta. J. Janko, president. 
Uses participations in Stars of Tomorrow 
on wiw-A Atlanta (5:30-6 p.m., Sun.) An 
amateur-talent show, the 
brought the advertiser very good results, 


program has 


company executives report. Approximail 
annual tv budget is $3,750. 

Jewell Homes, Columbus. Byer & Bo 
man is the agency. Campaign of 20- 
60-second announcements on WLw-c Col 
bus was so successful that only proble 
now is acquiring more land to build mor 
homes, says Gus Bowman, account ex 
tive with the agency. 

KCIX-TV Boise, Idaho, carries a grea! 
number of 20-second spots each wed 
for builders and real-estate firms. Amon 
the firms using this service on a regula 
basis are the following: Abbott Home Im 
provement, three 20’s; Bill’s Lumber Yard 
four; Country Boy’s Bldg. Supply, two; 
Eagle Realty, two; Guy Harris Lumber Co, 
five; Haken Agency, two; Harris Bros 
Lumber Co., five; Splinter Real Estate 
three; Stokes Real Estate, three; Whitney 
Realty, three; 
Builders, three; Wood Bldg. Supply, three 
Fred B. Kravetz Real Estate, Rochester, 
N. Y. Fred B. Kravetz, president. Kravetz 
Co. has found tv particularly effective ip 
obtaining sales listings for the company 
















































Dee Wilkinson & Soni 




























Commercials stress the speed with whic 


firm sells homes which are listed with the 
Buys weather program on WHEC-Tv Roch 
ter (11:10-11:15 p.m., Thurs.). Compa 
has been on tv four consecutive years. 
proximate annual tv budget: $7,000. 
K-V Homes, Springfield, Mass. Co 
pany uses 15-, 20- and 60-second announce 
(Continued on page 68) 





in a big way both in building corpo- 
rate image and sales for H. Dlugach & 
Co., Television Bureau of Advertising 
research indicates. 

The Memphis firm was celebrating 
its 50th milestone last year and de- 
cided to spend 80 per cent of its 
golden-anniversary budget in tv, call- 
ing special attention to its long his- 
tory. Since Memphis is an_ historic 
southern city and its people are more 
than usually interested in anecdotes 
and pictures of the past, it was de- 
cided to play up this angle in the 
campaign. 

Checking back into old records, pic- 
tures of the city as it was in 1908, 
the year H. Dlugach & Co. was 
founded, were unearthed and incorpo- 
rated into two-minute television com- 
mercials. Twelve different spots were 
created, called Golden Vignettes, and 
placed in the Late Movie (10-11:30 
p-m., Mon.-Sat.) on WREC-TV Mem- 
phis. Lead-ins stressed the historic 
past and modern developments of the 
city. At the end of the commercial, at- 
tention was called to a new H. Dlu- 
gach & Co. development where the 
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Golden Anniversary Home was open 
to the public. On the walls of the 
home, it was pointed out, were hung 
blow-ups of the pictures shown in the 
WREC-TV commercials. 

Here is the copy for a typical com- 
mercial : 

“Here we are in 1908 looking north 
on Second Street opposite Court 
Square. That same year the H. Dlu- 
gach Co. built its first home, which 
still stands at Winchester and Mosby. 
At left is the Tennessee Club, the same 
then as it is today. Down the street 
is the old Lyceum Theatre, where 
Lilly Langtry, Otis Skinner, the Four 
Cohans, Maude Adams and Paderew- 
sky performed. And where, when Lil- 
lian Russell appeared, the bald-headed 
row down front was filled to capacity. 
And how the Memphis riverfront has 
changed since this 1910 picture look- 
ing north at the mouth of Wolf River. 
Etched against the smoky background 
is the plain dirt slope on the levee 
dotted with rows of baled cotton. At 
upper right is the dock of Lee Line 
steamers.” 

So great was the interest in the 


series that people crowded the model 
home whenever it was open to the 
public. Every home in the develop 
ment was sold. 

Manny Dlugach, of the real-estate 
company, told wrec-tv: “When we 
have another large subdivision of 
homes to sell, we definitely will use 
television. We feel tv is the finest 
medium there is to reach our cu 
tomers with action pictures of our 
product—houses—for it has the great- 
est sales appeal.” 


Success in Ohio 


A successful realtor who is enthusi- 
astic about television is L. T. Florence 
& Associates of Columbus. Mr. Flor 
ence, president of the company, is 4 
young and energetic business exect- 
tive who has succeeded in a relatively 
short time in building his business 
into the leading real-estate firm in the 
city. He and his 85 licensed associates 


credit television with a large part in} 


this success. 
More than a year ago L. T. Florence 
bought a 15-minute Saturday-night 
(Continued on page 69) 
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Harvest for HFH 


At end of first year Hunn, Fritz & Henkin billings pass half million dollar mark 


Dan Hunn 


Little over a year ago three young 
men got together, no doubt over 
one of those fabled Madison Avenue 
four-gimlet lunches, and decided to 
form a commercial production com- 
pany. Being sensible types in spite of 
the rash action they were contemplat- 
ing, they knew they had to have some- 
thing to show how good they were. So 
they outlined an animated introduc- 
tion to themselves to use as a presen- 
tation. 

That film, however, was doomed to 
end its life in script and storyboard 
form buried in a file folder, for the 
first thing that walked through the 
freshly opened door of the Messrs. 
Hunn, Fritz and Henkin was a client. 
And they haven’t had time to do their 
introductory presentation yet. 

HFH Productions, Inc. (“Well, we 
wanted to be clever about a name, but 
...”), finished its first 12 months in 
business with a roster of 21 agencies 
and 46 products serviced. Income has 
been steady for the last six months at 
over $50,000 a month. What is more, 
HFH has been immune thus far from 
the peak-and-valley type of profits 











Ron Fritz 


that plague the industry. Total gross 
of the first business year was $500,000. 

Two interesting questions arise out 
of HFH’s one-year success story: How 
did they do it, and can they keep it up? 
The answers to the first question seem 
to indicate an affirmative answer to the 
second, for HFH has not prospered on 
luck alone. 

Howard Henkin, president, sales 
executive and live-action director for 
the trio, puts it this way. “Granting 
that all creative things are relatively 
equal, service is what makes a client 
come and stay.” While in no way 
underrating the creative qualities of 
his competitors, Mr. Henkin does feel 
that there is, in general, too much 
artistic temperament in the commer- 
cial-production industry and not 
enough plain business sense. 

“Very few people,” he points out, 
“consider their responsibility to the 
client to get the job out on time and 
done right. The producer tends to 
gloss over the variety and intensity 
of the problems that beset the client 
and his agency. Most business organi- 
zations of today are so big that policy 





















Howard Henkin 


is made on not one but five or six 
different levels of the company—sales, 
advertising, merchandising, public re- 
lations and so forth. 

“One department can be legitimately 
working five or six months ahead of 
another department and sometimes 
inter-company communication catches 
up while a commercial is in the proc- 
ess of production. A firm often can’t 
wait to be sure, because the commer- 
cials, at least some commercials, must 
be ready. The cost of a film spot in 
relation to the other costs of advertis- 
ing is not so high that changing one 
is a major financial consideration. 
However, the majority of producers 
fail to comprehend the vastness of a 
client’s business, and, when they are 
frustrated in doing their job, they take 
it personally. 

“Another problem common in the 
field is the producer’s failure to under- 
stand the many facets of psychology 
that go into the approval of one com- 
mercial. As a way-far-out example, for 
instance, there is a major client who, 
when everything is done, takes a print 


(Continued on page 72) 
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Books on tv 


Wexton’s John Eckstein, client's Len Forman check display 


ot too long ago a number of edu- 
N cators were expressing grave 
concern over the possible adverse ef- 
fects of too much television viewing 
on the reading habits of children. 
Their basic thought was, “If every- 
thing is put into pictures for the 
youngsters, they'll lose both the abil- 
ity and the desire to read.” 

Happily, a number of studies have 
shown that in many cases, tv actually 
provides an incentive for the kids to 
pere over printed volumes. (And, if 
the experience of Sunrise Semester is 
recalled, the same holds true for adult 
viewers. } 

At the New York office of Affil- 
iated Publishers, Inc., it was de- 
cided that if tv could influence people 
to read books, perhaps it could also 
sell them the books to read. Conse- 
quently, the firm’s first video spot 
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campaign was run this spring. The re- 
sults, according to Leonard M. For- 
man, vice president in charge of ad- 
vertising and promotion, were “very 
satisfying” (and Mr. Forman admits 
he’s trying to be blasé about the video 
medium). 

Chosen as the product to be tv-sold 
was the Golden Book Illustrated En- 
cyclopedia, a 16-volume juvenile ref- 
erence work published by the firm’s 
Golden Press, Inc., division. The bulk 
of the division’s efforts is concen- 
trated in 25-cent editions of fairy 
tales, Walt Disney stories, etc. 

“Although the encyclopedia is de- 
signed to be read by youngsters in 
the ‘crucial formative years’ before 
junior high and high school,” said 
Mr. Forman, “we didn’t expect any 
children to ask their parents to buy 
an encyclopedia that was advertised 


Commercial shows 


“togetherness” 


























Five-market test 
provides medium 


an expert salesman 


for Golden Books 


ou tv. Kids just aren’t like that. 
“Therefore, we knew we had to tak 
directly to the parents. We had to 
show them that their children needel 
this colorful, carefully researched ret 
erence work for school and for the 
establishment of proper reading and 
study skills. Also, that a lot of par 
erts might find it easier to send their 
kids to a book than to think up at 
swers to the eternal ‘Why, daddy?” 
Following this thinking, Mr. For 
man and the company’s agency, the 
Wexton Co., Inc., prepared a minule 
film and a 20-second spot. “We placed 
our schedules in five major market 
such as Cincinnati,” said Mr. Forman, 
“and in 12 secondary areas such # 
Roanoke and Norfolk.” 
Buying of smaller markets was de 
termined by the fact that the A&P 


(Continued on page 74) 
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Film Report 


‘BOLD JOURNEY’ JOURNEYS 

Advenco-Tafco Productions’ Bold 
Journey, which ends a three-year run 
on ABC-TV this summer, will be 
placed into syndication this fall. At 
present, the owners, Jack Douglas and 
Julian Lesser, are searching for a suit- 
able distributor for the series, which 
consists of 143 half-hours. 

However, when the package is ready 
for syndication it will consist of 195 
episodes, since another Douglas series, 
I Search for Adventure (52 half- 
hours), will be integrated with it. The 
series will then be offered to stations 
on a strip basis, giving them 39 weeks 








of programming. 

At press time, four different syn- 
dicators were seeking distribution 
rights to the new Bold Journey pack- 
age. | Search For Adventure, which 
has a similar format, is currently dis- 
tributed by George Bagnall & Asso- 
ciates. Another Douglas program, 
also in the adventure-travel category, 
Seven League Boots, was placed into 
syndication by Screen Gems several 
months ago. 


MARKETING SHOWS 
United Artists Television will have 
at least three new series in syndication 





FILM SUCCESS 


ow many miniature “Whirley 

Bird” toys can CBS Films’ 
Whirlybirds sell in 10 weeks in one 
market? Well over 8,400, the Wil- 
liams & Shelton Co., distributors of 
toys and notions in Charlotte, N. C., 
discovered recently. 

The company initiated a campaign 
consisting of 25 spots for that par- 
ticular product over a 10-week pe- 
riod, and according to W. S. Gary, 
sales manager, it was a “phenomenal 
success.” The program is aired by 
wsoc-tv Charlotte on Mondays, 7- 
7:30 p.m. 

“This 25-plan,” says Mr. Gary, “re- 
sulted in orders for 700 dozen units 
of the toy. And the requests are still 
pouring in. 

“The success of this advertising is 
even more surprising in view of the 
fact that this item was promoted un- 
successfully four years ago—when it 
sold for half the current price—in a 
newspaper campaign. Naturally, when 
the recent television push in behalf 
of ‘Whirley Birds’ was suggested, I 
was hesitant to participate. Now, how- 
ever, I am convinced, by the fabulous 
results of the promotion, of the sales 
power of the series and of wsoc-Tv.” 

Ratings on Whirlybirds have held 
up extremely well. In Charlotte, for 
instance, the most recent American 
Research Bureau four-week report 
gave it a 19.9. Similar high ratings 


» Sameale a4 Williams & Shelton Co. 





(from A. C. Nielsen and Pulse as well 
as ARB) are reported in many di- 
verse markets. In Houston the show 
received a 24.9; in Milwaukee a 39.3; 
in Boston a 21.7, and in Atlanta a 
33.5. 

Sponsors of the program are a di- 
verse lot, ranging from automobile 
dealers to meat companies. Large re- 
gional clients include Continental Oil 
Co., Pepsi-Cola Co. and National Bis- 
cuit Co. 

Produced for CBS Films by Desilu 
Productions, Whirlybirds stars Ken- 
neth Tobey and Craig Hill as two 
helicopter pilots who run a charter 
service. Nancy Hill is featured as their 
secretary and Girl Friday. There are 
now 111 half-hour episodes available 
to stations and advertisers. 


come next April and maybe as many 
as five, according to Kurt Blumberg, 
manager of syndication operations. 
Mr. Blumberg’s estimate is shy of the 
six properties per year for the market- 
by-market route originally announced 
by the company and for this reason: 
there is a paucity of top-flight sales- 
men. 

“How fast we introduce product 
depends entirely upon how fast we 
build our sales organization,” Mr. 
Blumberg says. “You can’t just go 
out and hire top people anymore— 
you've got to find them.” UA-TV’s 
sales staff at present numbers 20, al- 
though the local staff has not as yet 
been added. Additions to the sales 
staff will be made as soon as the right 
people are found. 

When the syndication sales staff is 
rounded out by the end of this year, 
the company will be ready to distrib- 
ute its full quota of six series per year. 
First program to go into syndication, 
Tales of the Vikings, has already at- 
tracted the interest of several top re- 
gional sponsors, says Mr. Blumberg. 

Other programs to be introduced 
this year on the market-by-market 
route have not as yet been decided, 
but Mr. Blumberg, whose background 
in the business is impressive (Ziv, 
Television Programs of America) has 
some definite views on when a pro- 
gram should be offered. 

“Your regional selling effort should 
fall into two generally defined areas— 
May, June and July, and October, No- 
vember and December. Initial local 
sales months are July, August and 
September, and November, December 
and January. You try to organize 
your operation to meet these seasonal 
requirements.” 

At present, UA-TV’s marketing 
schedule calls for a new series on the 
market every three or four months. 
Its sales staff within the next six 
months will total 45. The company 
has sold two programs nationally: 
The Troubleshooters to Philip Morris, 
Inc., over NBC-TV, and The Dennis 
O’ Keefe Show to the Oldsmobile divi- 
sion of General Motors over CBS-TV. 
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Alcoa « Fuller & Smith & Ross 


JAMES LOVE PRODUCTIONS, INC., New York 





Budweiser Beer © D'Arcy Advertising 





\ 


MPO TELEVISION FILMS, INC., New York 






















Alcoa © Fuller & Smith & Ross 


CARAVEL FILMS, INC., New York 





Calusa Chemical Co. « Wade Advertising 





RAY PATIN PRODUCTIONS, Hollywood 








Bemco Mattresses « The Elkman Co. 





BILL STURM STUDIOS, INC., New York 





Embassy Dairy « M. Belmont Ver Standig 


nowesantnn@* 





UPA PICTURES, INC., Burbank 





Borden’s Ice Cream Sandwiches « B&B 


& 
f 





WONDSEL, CARLISLE & DUNPHY, INC., New York 


Max Factor « Kenyon & Eckhardt 





TY COMMERCIALS, INC., Hollywood 
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Two other series, in addition to Tales 
of the Vikings, are now in production: 
Hudson’s Bay and Miami Under. 


cover. 


PERSONNEL . 

Ziv has added two more account 
executives to its syndicated sales force. 
The new appointees are Herbert L. 
Miller, formerly a district manager 
with Independent Television Corp, 
and Lee Jacoway, formerly a member 
of the sales staff of wrva-Tv Rich. 
mond. Mr. Miller has joined Ziv’s city 
sales staff in Chicago, and Mr. Jaco. 
way serves with the company in 
Florida. . . . Harvey Chertok has been 
appointed manager of National Tele. 
film Associates’ merchandising de. 
partment, succeeding Irving Lichten- 
stein, who was recently named station 
manager of WNTA-AM-FM Newark. Mr. 
Chertok joined NTA in January 1956 
as liaison man for the research and 
promotion departments and subse. 
quently became station promotion co- 
ordinator. He was assigned recently 
to the merchandising and licensing 
department. 

John Maschio has joined Bernard 
L. Schubert, Inc., as head of the firm’s 
new west-coast office in Hollywood. A 
veteran of the motion-picture and 
television fields (vice president of Le. 












land Hayward, Inc., partner in the 
Jaffe Agency and president of Artist's 
Ltd.), Mr. Maschio has been arrang- 
ing package deals involving both fea- 
tures and tv films for the past few 
years. In his new post he will concen 
trate on the development of new 
properties and talent for the company, 
as well as the buying of existing film 
series for its distribution arm. ... Len 
Kornblum, controller of Independent 
Television Corp., has been appointed 
1959-60 chairman of the Tel-Film 
Credit Group, which is sponsored by 
the New York Credit & Financial 
Management Association. 

Tom McDermott, formerly vie 
president in charge of tv and radi 
at Benton & Bowles, has been name 
executive vice president of Four Stat 
Films... . Harry Ackerman, Wi@ 
president of Screen Gems, has been i 
elected to a third term as presidental 
the west-coast chapter of the Academy 
of Television Arts and Sciences. 
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Frank LaTourette (Medic, The 
D.A.’s Man) has been named pro- 
ducer of the new hour-long version of 
The Line-up. . . . Kenyon Brown, pres- 
ident of Kcop Los Angeles, has been 
named chairman of the board of 
Herts-Lion International Productions. 
The latter recently produced W hat are 
the Odds, being syndicated by Offi- 


cial Films. 


PROGRAMS .. . 

Peter De Met Productions has ob- 
tained exclusive rights to tape this sea- 
son’s remaining baseball gamesin both 
major leagues for world-wide distri- 
bution. The package, titled The Best 
26 Games, will consist of 26 one-hour 
shows, edited to eliminate only non- 
action delays during the games. Dis- 
tribution of the major-league series 
will be handled by the newly formed 
Universal Television Distributors, 
Inc., headed by Mel Schlank. 

The Greatest Show on Earth, circus 
series, is being prepared by Don Weis 
in conjunction with Ringling Bros. 
Barnum & Bailey. . . . Producer Lou 
Edelman has acquired rights to Little 
Big Mouth, Ladies’ Home Journal 
story, for conversion to a teleseries. 
..» The Leaders, dealing with biog- 
raphies of famous personalities in 
countries around the world, is being 
planned by Bill Burrud Productions. 
First, to be produced in India this 
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Fort Worth National Bank « Glenn Adv. 





KEITZ & HERNDON, Dallas 


Niagara Corn Products « Lennen & Newell 








Ss | 
KLAEGER FILM PRODUCTIONS, New York 





General Electric ¢ Young & Rubicam 


—— 


pea > . ‘ 
GRAY-O'REILLY STUDIOS, New York 


Mentholatum « J. Walter Thompson 





” A * i 
FARKAS FILMS, INC., New York 





Ipana e D,C,S&S 








HANKINSON STUDIO, INC., New York 





Nabisco « McCann-Erickson 
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HFH PRODUCTIONS, INC., New York 





Lever Bros. « Kenyon & Eckhardt 


PELICAN FILMS, INC., New York 












Fred Niles Syndicated Beer Commercials 


e es. ; 


FRED A. NILES PRODUCTIONS, INC., Chicago 
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summer, will deal with Tibet’s Dalai 
















































Advertising Directory of 


Lama. 

Radio and Television Packagers, 
SELLING COMMERCIALS Inc., has released a second oa of s 
Cartoon Classics Serials. The first 
series, consisting of 104 five-and-one. I 
quarter minute animated cliff-hanger 





: ‘ , P 
episodes, is currently aired in approx. 
Par-Tile * Porter Advertising Scudder Food Prod. » Mottl & Siteman Adv. . i : a 
; imately 50 markets. . . . Screen Gems d 
Undercover Man, sold to Pharmacen- | 


ticals, Inc., for presentation over CBS. 
TV this fall, has been given a new j 
title: Tightrope! . . . Peter Foy, wire 
and pulley expert, and Chesley Bones. 






S 


tell, space illustrator and designer, 
have been signed by Ziv for special 
technical effects to be used in the pro- 
TV CARTOON PRODUCTIONS, San Francisco RAY PATIN PRODUCTIONS, Hollywood duction of Space, which will be seen |! 
over CBS-TV this fall. . . . Everett 
Chambers has been signed by Revue 


to produce its Staccato series, which 
Pinkies « MacManus, John & Adams Standard Oil of N. J. ¢ McCann-Erickson premieres over NBC-TV this fall. 


Mee : me = 
See aan 












Co-production deal between Jack 


sult in a tv pilot of Johnny Cuitar, 
1954 Sterling Hayden-Joan Crawford 
theatrical starrer. Half-hour will be 
audience-tested on Stripe Playhouse 
July 31. . . . Advice to the lovelorn 


a 
n 
Webb and Revue Productions will re- 
( 
( 
i 





‘ is slated to get a tv airing with the 
NATIONAL SCREEN SERVICE CORP., New York ELEKTRA FILM PRODUCTIONS, INC., New York piloting of Dear Abby, based on the 
Abigail Van Buren syndicated col- 
umn. Former CBS producer Nat Per- 





rin is heading the project. 
Quaker Oats » Wherry, Baker & Tilden Strohl Brewery Co. © Zimmer, Keller & Calvert Other production news: NAB is es 
tablishing a Hollywood office to screen 
telefilms for compliance with the pro- 
duction code. Frank Morris, who has 
been chief of CBS’s blue-penciling de- 
partment, will head the new office. 
California Studios is being taken 
over by CBS-TV for production of its 
film series (a deal to lease Goldwyn 
Studios fell through recently). . . . 
Filmaster Productions, which will pro- 
duce Death Valley Days and Trouble- 


shooters, is moving from the Califor- 








TERRYTOONS, A Division of CBS Films Inc. ANIMATION INCORPORATED, Hollywood 





Regal Pale Beer « Heintz & Co. 


= 


Ward Baking Co. © J. Walter Thompson nia lot to Republic Studios. 









PILOT SCREENING 

NBC-TV o&o Los Angeles station, 
KRCA, is instituting a pilot-screening 
service for ad agencies. Films pro- 
duced by the network, by California 
National Productions, its syndication 
arm, or by independent producers in 
conjunction with either, will get 
nighttime slotting on the station im 
order to test audience reaction. Re 












: Me 
GIFFORD ANIMATION/GOULDING-ELLIOTT-GRAHAM 


‘ 


* 


PANTOMIME PICTURES, INC., Burbank 
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Dalai sults will be made available to inter- Yad aa ohh. ake eee 
ested buyers. Radio Film Commercials? 

agers, The inspiration for many television film commercials has come from 
ies of SALES ... radio rather than from film, to the detriment of the commercial, says 
first Independent Television Corp.’s Jerry Schnitzer, executive vice president of Robert Lawrence Pro- 
1-one- Jeffs Collie has been renewed in 83 ductions. 
anger per cent of those markets where re- Mr. Schnitzer, in a recent address before the International Design 
prox- newals were available. The renewals, Conference in Aspen, Col., said that “if commercials are to utilize the 
ems’ which are expected to reach close to film form to its utmost, they must communicate non-verbally, they must 
aceu- 100 per cent, have brought about the speak through pictures rather than through an intrusive third party, they 
CBS. addition of two new salesmen to the must pictorialize their themes and shrug off their dependency on inert 
} new Jeff's Collie sales force. Also, new sound.” 
Wire merchandising plans have been devel- Original music may be put to use in the filmed commercial, he added, 
ones- oped for the show. Jeff’s Collie is cur- “to intensify a strong visual image and to evoke an even stronger 
igner, rently aired in 167 markets. emotional response. .. . § Sound must be wedded to sight—but not with a 
pecial Ding Dong School, another ITC shotgun.” Mr. Schnitzer, whose speech on occasion was slightly emetic 
> pro- program (on tape as well as film) , has (“mewling and puking its way through infancy . . . took a look at the 
> seen Seco aabd im inane tier 0 aeeiieme child a couple of years later and retched”), said that all of the elements 
verett kann Gell chest, As ee ol ee that go into a feature film “must converge on the commercial if it is to 
Revue markets are in the top 75, and through fulfill its communicative mission. But the commercial is tougher.” 
which an unusual arrangement with some  hhacees @ aokhiicat i cuadtadat aa Lee 
: national advertisers, 10 of the 20 spots half-hours of Ding Dong School is un- impressive regional sales. These in- 
Jack available weekly in the strip program der way at Paramount Television clude Kroger Stores for three markets 
il 7 have already been sold. Sponsors are = Productions—KTLA in Hollywood. in the south (Atlanta, Chattanooga 
— Cocoa Marsh, Crayola, American Manhunt, latest property putonthe and Birmingham); Genessee Brew- 
wlord Character Doll, Amsco, Playskool and market-by-market route by Screen ing, nine markets in upstate New 
<a Rainbowcraft. Production of 130 Gems, has already racked up some York; Coors Brewing, three markets 
elorn ———. ——___—___—__—_—. 
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ie - TELEVISION 
WBC TELEVISION DELIVERS THE GOODS. 


You'll find proof positive on the following pages. Of special interest 
are the success stories from local advertisers—men who count the 
aily results...using WBC television for real selling impact. @ Broad- 
asting is basic whether you're selling locally or nationally distributed 
products. WBC is proving it with results like these every day. That’s 
why no selling campaign is complete without the WBC stations. 






















ation, 
ening 
| pro- 
ornia 
sation 
ers in 
| get 
on in 


. Re 










in the Rocky Mountain area, and 
Miles Laboratories of California, 
which picked up the series for San 
Francisco and Los Angeles, with the 
possibility of others to follow. Miles 
of California has also renewed the 
Columbia subsidiary’s Rescue 8 on the 
coast. Station sales of Manhunt now 
total over 20. Renewals on Rescue 8 
continue to come in. In addition to 
Miles, West End Brewing Co. for 
Utica Club Beer has renewed, as have 
numerous stations in diverse markets 
throughout the country. 


SG, which is now tailoring its fea- 
ture availabilities to the needs of in- 
dividual markets (see Film Report, 
June 1), has closed still more sales 
during the past month. KRCA Los An- 
geles bought the 78 films in the 
“Powerhouse” group and WWL-TV 
New Orleans picked up 250 features 
culled from various groups. WXIX 
Milwaukee bought 352 features (some 
were re-runs) and 282 cartoons. KSL- 
Tv Salt Lake City bought 52 first-run 
movies, as did KUTV Salt Lake City. 











YEAR-ROUND BUSINESS BUILDER 
“We only stay on a program 
as long as it develops 
business. Here, WBZ-TV, is 
our contract for 52 weeks.” 
SIMMONDS UPHOLSTERING 





Cameo Theatre, distributed by Cali- 
fornia National Productions, has been 
sold in another 10 markets. . . . The 
Telenews Newsfilm services have been 
sold to another seven outlets in the 
past month. . . . Fremantle Interna- 
tional, Inc., now has a total of seven 
fully sponsored programs per week 
running in Mexico City. One of these 
is a so-called public-service show, 
Twentieth Century, which is spon- 
sored by Asbestos de Mexico, S. A., 
through Publicidad General. 


TAPE... 

NBC’s_ teletape department in 
Hollywood has completed shooting on 
a pilot for Regis Films, marking the 
first time the network facilities have 
been used for this purpose. . . . Mobile 
Video Tapes is building a second self- 
contained mobile unit in Hollywood. 
The company will tape a pilot of a 
golf series for Paramount Television 
Productions, with Sam Snead as star 
and Bob Hope providing commentary. 


Another pilot is The Quiet Three. 





INCREASES NICELY COVERED 
“Our volume increase in a recession year was very 
gratifying. The stature of the company was 
considerably enhanced... hope our association with 
WBZ-TV will continue for many years.” 


JOHN J. REILLY, President 
; Emerson Rug Company, Inc. 





NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE @),\©) STA 








COMMERCIAL CUES .. 
Transfilm has added a new twist to 

its “visual-squeeze” technique. The 

film producer has added stylized art 








backgrounds and combined them with 


live models to give the commercial a 
new effect and eliminate the need for 
props. Muriel Coronella is the first 
advertiser to use the innovation on the 
squeeze technique. 

Filmways, Inc., has made still an- 
other expansion move. The firm has 
added a half floor of office space at 
its New York City headquarters, Ear- 
lier, the company announced that it 

(Continued on page 42) 








TV GREAT ON MAIL 0 
“We sold over 600 thermomet 
—a $3.98 mail-order item= 

in two weeks on WBZ-TV. ig 
us up for 6 more weeks.” 
SKILL-BUILT THERMOMETE 
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Program Profile % 
Film; CBS-TV ; 7:30-8:30 p.m. EST 
Fri. Opposite Adventures of Rin Tin 
Tin and Walt Disney Presents ABC- 
TV; Northwest Passage and Ellery 
Queen NBC-TV. Premiere, Jan. 9, 
1959. Carried in 167 markets. Stars: 
Eric Fleming and Clint Eastwood. 
Sponsors: Lever Bros. Co.; Phar- 
maceuticals, Inc.; Philip Morris. 
Lever Bros. cumulative gross time 
billing for the show January through 
April 1959; $537,000; estimated 
spot expenditure first quarter 1959: 
$5,342,200. J. Walter Thompson, 
agency; Jack Green, associate media 
director; John Sisk, timebuyer. 
(Lever Bros. also participates in: on 
CBS-TV — Art Linkletter House 
Party, Father Knows Best, Have Gun, 
Will Travel, | Love Lucy, Love of 
Life, Lux Playhouse, The Texan, The 
Verdict 1s Yours; on ABC-TV—ABC 


daytime programming, American 
Bandstand, Tombstone Territory; on 
NBC-TV—The Californians, Concen- 


tration, County Fair, The Price Is 











RAWHIDE 


Kathleen Crowley, featured as the 
widow of a farmer who has been 
trampled by runaway horses from the 
Rawhide cattle drive, tries to break up 
a fight between stars Clint Eastwood 
(l.) and Eric Fleming, in “Incident 
Below the Brazos,” on the CBS Tele- 
vision Network's full-hour western 
dramatic series. 


Right, Treasure Hunt). 
Pharmaceuticals, Inc., cumulative 
gross time billing for the show Janu- 
ary through April 1959: $573,000; 
Parkson Advertising, agency; Herb 
Gruber, media director; Ruth Bayer, 








(Pharmaceuticals also 
participates in: on CBS-TV—The 
Edge of Night; Ted Mack Original 
Amateur Hour). 

Philip Morris, for 


cigarettes, has just joined the show; 


timebuyer. 


Parliament 


estimated spot expenditure first quar- 
ter 1959: $1,289,900. Benton & 
Bowles, agency; Don Harris, media 
director; John Nuccio, timebuyer. 
(Philip Morris also participates in: 
on ABC-TV—Tombstone Territory; 
on CBS-TV—To Tell the Truth; on 
NBC-TV—Jack Paar Show.) 


Production: Charles Marquis 
Warren, producer; Richard Whorf, 
director; Edgar Peterson, executive 
producer; Fred Freiberger, writer; 
Roland Gross, film editor; Robert 
Clatworthy, art director. 

Format: Dramatic western deals 
with American legend of annual cat- 
tle drive by the small ranchers of 
west Texas. 

Ratings: Second May Nielsen: 
Total audience rating: 20.9; share 
of audience: 47.3. 








TRIPLED PREVIOUS YEAR 


ilbilt’s successes have been so greatly related to 
‘Daily Almanac’! In addition to tripling 

ae cvious year’s business, in the Fall of ’58 we sold 

entire production for well into the winter!” 


LEONARD GILMAN, President 
Gilbilt Lumber Co., Inc. 








TOO MANY SALES! 
“We didn’t have enough 
salesmen to handle the 


tremendous number of leads 


obtained through WBZ-TV.” 
SALADMASTER 


BZ-IV Boston 


REPRESENTED BY TELEVISION ADVERTISING REPRESENTATIVES, INC. 





























i Continued from page 40 ° 9 On 
Film (Continued from page 40) Pulse Top 20 Syndicated Shows for April 
was constructing a tape and film pro- a 1) piecemeal + Raedeaet ane 100 
duction center which is expected to Weighted Homes Tuned In 
be the largest in the east. . . . MGM- a Teen- Chi. 
TV’s New York City studios, now un- Renk Program Be Distributor | Average Men Women coe 
der construction, will be headed by 1—Sea Hunt Ziv 18.0 83 89 15 21 
Leslie Roush, formerly head of his 1—U. S. Marshal NTA 18.0 69 74 17 6 
own film producing company. 3—Highway Patrol Ziv 16.9 83 87 16 2% 
Music Makers, Inc., has joined the 4—Mike Hammer MCA 16.4 86 9 16 
Film Producers Association of New . 5 Rescue 8 Screen Gems 16.0 78 83 13 2% 
York. . . . Arco Film Productions of 6—Special Agent 7 MCA 14.9 79 82 12 9 
New York was awarded first prize for 7__Mackenzie’s Raiders Ziv 14.1 79 84 14 2% 
live action longer than two minutes at 8—Whirlybirds CBS 13.5 63 67 17 28 
the recent Cannes International Ad- 9—This Is Alice NTA 13.2 78 82 16 49 
vertising Film Festival. The film, An 10—Popev , UAA 13.1 21 37 13 102 
American Visits Paris, was done for naire ABC ; 131 7% 87 «(15 
Chevrolet through Campbell-Ewald. = eh. 3 “? a be 
10—Huckleberry Hound Screen Gems 13.1 65 73 16 7 
Files Commercials 1st ¥ ou Had a Million MCA 13.0 83 & 15 2 
14—Flight CNP 12.0 87 93 16 2B 
mag eo a dea pt sara 15—Bold Venture Ziv 11.9 78 83 15 3 
(institutional), MeCann-Erickson; Eso 16—Casey Jones ScreenGems | 11.7 | 58 62 15 2 
Standard Oil Co. (gasoline) , McCann-Erick- 16—Superman Flamingo 11.7 65 72 16 83 
son. 
: 18—Divorce Court Guild 11.6 8 9 M4 9 
Se ee ear 19—Tracer MPA 15 | 7 82 ll @ 
Completed: Stenderd Brands, Ltd. (Royal 20—Annie Oakley CBS 11.4 459 «17 8& 
























1 TV-SHOW-—2 NEW STORES WJZ-TV TOPS OTHERS! 


“Owned one drive-in. Started “WJIZ-TV’s program (Ford ‘Station Wagon 
advertising on WJZ-TV in Dec. ’57 Living Show’) brought us biggest 
...by summer ’58 we turn-out yet. Response in 11 
opened two new drive-ins.” other cities couldn’t compare.” 
R. C. FISHER, Ameche’s EDWIN A. DANIELS 


Hamburger Drive-In Mondawmin Corporation (Shopping Center) 





NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE @\s/©) STA’ 
















Pulse Top 10 Westers Shean for April 





National | Viewers ‘Per 100 








ned In Weighted | Homes Tuned In 
al = Rank Program Distributor Average | Men Women a — 
iS 2 1—26 Men ABC | wal 76 87 «15 «646 
7 64 2—Cisco Kid Ziv | 113 63 71 18 83 
16 25 3—Wild Bill Hickok Kellogg 10.7 59 61 18 89 
16 4—Roy Rogers— Roy Rogers | 
3 2B 14 hr. series Synd. | 101 | 23 27 ll 97 
2.2 5—Boots and Saddles CNP 9.8 71 78 #417 #56 
4 9% 6—Union Pacific CNP 8.8 73 #79 #17 «53 
7 87 7—Man Without a Gun | NTA 8.7 83 89 16 35 
6 49 8—Frontier CNP 8.5 69 73 16 53 
3 102 9—Kit Carson MCA 8.4 47 49 12 76 
5 46 10—Annie Oakley E ay CBS _ tf 44 #59 #417 «85 
6 78 Pulse Top Misc. Shows for April 
: 7 “I—Popeye | UAA 7 131] 213713 102” 
1—Huckleberry Hound Screen Gems 13.1 | 65 73 16 78 
5 33 3Superman Flamingo | 11.7 | 65 72 16 83 
5 7 4—Tracer MPA ILS | 74 82 1 29 
6 8 5S—Woody Woodpecker Kellogg 10.6 52 58 16 93 
4 19 6—Terrytoons CBS 9.4 21 46 12 98 
1 22 7—Farmer Al Falfa CBS 9.2 61 67 10 83 
7 85 8—Bugs Bunny U.A.A. 8.5 598 64 #12 81 














DRES CLAMOR FOR COOKIES 





WIZ-TV preview of cookies. 






istribution ahead of schedule.” 
A. VINTON FEETE 










mmediate and terrific response to 


and was so great we had to start 


eirer Co. Inc., for Maryland Biscuit Co. 


pudding), MacLaren; California Oil Co. 
(Chevron gasoline), BBDO: Buick Motor 
Div. GM (show opening), McCann-Erick- 
son; E. I du Pont de Nemours Co. (carpets, 
fibers), BBDO; Smith Bros., Inc. (cough 
drops), SSC&B; Esso Imperial Oil Ltd. 
(gasoline), MacLaren; George W. Helme 
Co. (snuff), C&W; Ford Motor Co. (cars). 
JWT; Columbia River Packers Assn. 
(Bumble Bee tuna), Richard K. Manoff: 
National Biscuit Co. (cookies), Milbrook 
bread), McCann-Erickson; Lever Bros. Co. 
(Lifebuoy), SSC&B: American Telephone 
& Telegraph Co. (show opening), Ayer: 
Rexall Drug Co. (show opening), BBDO: 
Sperry & Hutchinson Co. (S&H Green 
stamps), SSC&B; Thomas J. Lipton Co. 
(tea), Y&R; Socony-Mobil Oil Co. (Mobil- 
heat), Compton; F. & M. Schaefer Brewing 
Co. (beer), BBDO; Radio Corp. of America 
(show opening), K&E; Standard Oil Com- 
pany of N. J. (institutionals), McCann- 
Erickson. 

In Production: American Tobacco Co. 
(show opening), BBDO; Colgate-Palmolive 
Co. (Spree soap), McCann-Erickson : Camp- 
bell Soup Co. (soup), BBDO; Bristol-Myers 
Co. (Vitalis), DCS&S; California Oil Co. 
(Chevron gasoline), BBDO: Buick Motor 
Div. GM (cars), McCann-Erickson: S. C. 
Johnson Co. (show opening), B&B. 


FILMACK STUDIOS 


Completed: Gold Seal Mattress Co. (mat- 
tresses), Berman; East Coast Attic & Base- 
ment Co. (repairs), M. L. Grant: Dean Milk 
Co. (dairy booth), Clinton Frank: Kings- 
bury Breweries (beer), Barnes; Continental 
Casualty Co. (insurance), direct: Mercury 
Records Co. (trade film), direct: Centlivre 
Brewing Co. (beer), Martin; Klotz’s Con- 





IMMEDIATE REACTION 
“From the moment Bob-A-Loop appeared 
on WJZ-TV, there arose 
an immediate reaction for the toy 

at every store.” 


ROBERT HYATT, V. P, Azrael Advertising 
for Romco Enterprises (Toys) 


JZ-TV Baltimore 


REPRESENTED BY TELEVISION ADVERTISING REPRESENTATIVES, INC. 











NOW IN EVERY CHAIN! 


“In just one month, received 9,000 coupons 


from WJZ-TV offer. 


Instead of poor distribution, product 


now in every chain!” 


CHESTER G. WHITE, White's Service Sales, Inc. 


for Original Crispy Pizza 





fection Co. (candy), direct; Banafly Co. 
(insecticide), Arthur Towell; Buffalo Race- 
way, Rumrill. 

In Production: Costello Co. (desserts), 
Batz-Hodgson-Neuwohner; Lawson Dairy 
(dairy products), McCann-Erickson; Relax- 
A-Cizor Co. (reducing), Wm. Warren-Jack- 
son-Delaney; Vari-Krom Co. (paint), 
Ovesey & Straus. 


GRAY & O’REILLY 


In Production: American Oil Co. (gaso- 
line), Joseph Katz; General Foods Corp. 
(Tang), Y&R; Block Drug Co. (Poligrip), 
Grey; Block Drug Co. (Rem cough syrup), 
Lawrence C. Gumbinner; Falstaff Brewing 
Corp. (beer), D-F-S; National Steel Corp. 
(steel), Jay Bonafield. 


JAMIESON FILM CO. 


Completed: Regal Pale Brewing Co. (beer), 
Walker Saussy; American Broadcasting Co. 
(Red Foley Show), Crossroads TV; Dial-A- 
Bug (insecticide), Simon & Gwynn; John 
E. Mitchell Co. (Mark IV air-conditioner), 
Taylor-Norsworthy; Freeman-Oldsmobile 
Co. (automobile dealer), Clarke, Dunagan & 
Huffhines. 

In Production: Fly Bait (insecticide), 
Simon & Gwynn; Blue Plate Foods, Inc. 
(mayonnaise, barbeque sauce), Fitzgerald; 
Bull of the Woods (meat), Simon & Gwynn; 
HumKo Co. (salad oil), Simon & Gwynn; 
Austex Foods, Inc. (chili), Fitzgerald; 
Wolfe Brand (chili), Rogers & Smith; Lone 
Star Brewing Co. (beer), Glenn; First & 
Merchants (bank), Cargill & Wilson. 








KEITZ & HERNDON 


Completed: Lone Star Gas Co. (RCA 
Whirlpool refrigerators), EWR&R; Fire 
Prevention Bureau, direct; Deep Rock Oil 
Corp. (gasoline), Lowe Runkle. 

In Production: Colvert’s Dairy (dairy prod- 
ucts), Lowe Runkle; Standard Life & Ac- 
cident Insurance Co. (insurance plan), di- 
rect; Ideal Bakeries (bakery products), 
Wm. Finn; Chip Monk Potato Chips 
(potato chips), Wm. Finn; Rich Plan Corp. 
(food freezers), direct. 


KLAEGER FILM 
PRODUCTIONS, INC. 


Completed: R. J. Reynolds Tobacco Co. 
(Salem cigarettes), Esty; Benrus Co. 
(watches), Grey; P. Ballantine & Sons 
(beer), Esty; Shulton, Inc. (Slug-A-Bug), 
Wesley; Joseph Cotten Theatre, B&B; U. S. 
Rubber Co. (tires), Fletcher D. Richards; 
Boyle-Midway, Inc. (Wizard), GMM&B; E. 
I. du Pont de Nemours & Co. (various prod- 
ucts), BBDO; International Latex Corp. 
(various products), Reach, McClinton; 
General Foods Corp. (Baker’s chocolate), 
FC&B; Colgate-Palmolive Co. (Wildroot), 
L&N ; General Motors Corp. (Pontiac cars), 
MacManus, John & Adams; Procter & 
Gamble Co. (Tide), B&B; National Carbon 
Co. (Prestone), Esty; Ideal Toy Co. (vari- 
ous products), Grey; Greyhound Corp. 
(bus), Grey; Bristol-Myers Co. (Ipana), 
DCS&sS. 

In Production: Reynolds Aluminum Supply 
Co. (Reynolds Wrap), L&N; General Elec- 


tric Co. (College Bowl), Maxon; Colgate- 


Palmolive Co. (Vel), L&N; Westinghouse 





BIGGEST SALES IN 40 YEARS 
“KDKA-TV gave us the greatest sales 
in our 40 year history 
—and cost less per sale than any 
other major campaign!” 


MARVIN AND JERRY JOSEPHS 
King’s Clothes, Inc. 





Electric Corp. (various products), McCann- 
Erickson; E. I. du Pont de Nemours & Co, 
(Acrylic paint), Ayer; Dow Chemical Co, 
(Saran Wrap), MacManus, John & Adams; 
Vick Chemical Co. (lemon drops), Morse 
International; Westinghouse Electric Corp. 
(radios), Grey. 


LEWIS & MARTIN FILMS, INC. 


Completed: Original Crisr~ Pizza Crust Co, 
(Tolona Pizza & Original Crispy Pizza), 
direct; International Parts Corp. (Midas 
mufflers), Bozell & Jacobs; American Insti- 
tute of Laundering (syndicated laundry), 
direct. 


JAMES LOVE PRODUCTION 


Completed: Aluminum Co. of America 
(boats), F&S&R; General Foods Corp, 
(Minute rice), F&S&R; Bell Telephone Co. 
of Pa. (phones), Gray & Rogers. 

In Production: Aluminum Co. of America 
(airplanes), F&S&R. 


LUX-BRILL 


Completed: Vick Chemical Co. (VapoRub), 
Morse Intnl.; J. A. Folger & Co. (instant 
coffee), C&W; Remco Industries, Ine, 
(toys), Webb; American Character Doll 
Co., Inc. (Tiny Tears), Webb; Wildroot Co., 
Inc. (Cream Oil), C&W; Peter Pan Founda- 
tions, Inc. (bras), Ben Sackheim; Golden 
Press, Inc. (encyclopedia), direct; Chese- 
brough-Pond’s, Inc. (throat spray), Me- 
Cann-Erickson. 

In Production: J. A. Folger & Co. (regular 
coffee), C&W; Foster Parents’ Plan, Ine. 











BASIC BUYING HABIT CHANGED—IN WEEKS! 


“KDKA-TV pushed the ‘Family’ 
loaf for a month—now 
it’s the outstanding leader in 
the Tastemaster line.” 


LARRY ROTHMAN, S. Laurence Rothman 
Company for Vienna Baking Company 





MILK DRINKERS UP SALES 10% 
“KDKA-TV’s large and 
loyal audience has increased 





milk-drinking to the 
tune of 10% in over-all sales.” 


B. FRIEDMAN, Friedman & Rich 
for Beverly Farms Milk 








NO SELLING CAMPAIGN IS COMPLETE WITHOUT THE @)s\©) STA | 
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(Art Linkletter series), direct; American 
Machine & Foundry Co. (bowling), C&W; 
Remco Industries, Inc. (Christmas toys), 
Webb: American Character Doll Co., Inc. 
(Toodles), Webb; Vick Chemical Co. (test 
commercials), Morse International. 


NATIONAL SCREEN SERVICE 


Completed: Pontiac Motor Div. GM (cars), 
MacManus, John & Adams; P. Ballantine 
& Sons (beer), Esty; Good Housekeeping 
Magazine, Gray; B. C. Remedy Co. (BC 
Headache Powders), C. Knox Massey; Nar- 
ragansett Brewing Co. (beer), C&W; Toy 
Study Conference, Inc. (approved toys), 
Getschal; Detroit News, Doner; Consolli- 
dated Cigar Sales Co., Inc. (Harvester 
cigars), EWR&R; British Petroleum, Colly- 
er; High Energy Fuel, Olin Mathieson. 

In Production: Radio Corp. of America, 
Lefton; J. B. Williams Co. (Aqua Velva), 
Parkson; National Brands Div. Sterling 
Drug, Inc. (Fizrin), Compton; Morton Salt 
Co. (salt), Bates; ABC (promotion spots), 
direct; Hassenfeld Bros., Inc. (toys), Grey: 
20th Century-Fox (movie spots), direct. 


FRED NILES PRODUCTIONS 


Completed: Lion Oil Co. (gasoline & oil), 
French & Shields; Englander Co., Inc. (mat- 
tresses), North; Miller Brewing Co. (High 
Life beer), Mathison & Assoc.; Gas Heat 
Assn. of Milwaukee, Cramer Krasselt: 
Anheuser-Busch, Inc. (Busch Bavarian 
beer), Gardner; Norge Sales Corp., Div. 
Borg-Warner Corp. (Dispensomatic wash- 
er), Keyes, Madden & Jones; Jersey Farms 
(dairy products), Doyne; Arkansas Rice 
Growers Assn. (Riceland rice), Noble-Dury. 


milk supplement 















In Production: International Milling Co. 
(Robin Hood flour), H. W. Kastor; Sheaffer 
Pen Co., BBDO; American Ace Coffee Co. 
(coffee), Noble-Dury; King Korn Stamps, 
Powell, Schoenbrod & Hall; Campbell- 
Taggart Associated Bakeries, Inc. (Rainbo 
& Colonial breads), direct. 


RAY PATIN PRODUCTIONS, 
INC, 


In Production: Seven-Up Co. (7-Up), JWT; 
Pacific Milk Co., James Lovick: Bank of 


America, Johnson & Lewis. 
DAVID PIEL, INC. 


Completed: Aurora Plastics Corp. (toy 
rocket), Harold J. Siesel; Jaymar-Ruby 
(slacks), Wesley; Speedshine (spray 
shine), Lester Harrison. 

In Production: Renwal Toy Corp. (Mosaic 
tile kit), Harold J. Siesel; Selright (par- 
chesie, peanuts), Lester Harrison, U.A.A. 


(Big Mac), A.A.E. 
PINTOFF PRODUCTIONS 


Completed: Ford Motor Co., JWT; Phillips 
“66”, Lambert & Feasley; New England 
Confectionery Co. (Necco), C. J. La Roche: 
Radio Corp. of America (color tv), K&E; 
ABC-TV (fights), direct; Southern Pack- 
ing Co. (Applberry Sauce), Rockmore: 
North American Phillips Co., Inc. (Norelco 
electric shavers), C. LaRoche; Stahl- 
Meyer, Inc. (Ferris ham), Hicks & Griest; 
Ward Baking Co. (Tip Top bread, cakes), 
Grey; Paper Mate Co., FC&B; Gunther 
Brewing Co. (beer), L&N. 





In Production: E. Regensburg & Sons 
(Admiration cigars), Rose-Martin; Ward 
Baking Co. (Tip Top cakes), Grey; ABC- 
TV (All-Star Golf), direct; Stahl-Meyer, 
Inc. (Ferris ham), Hicks & Griest; Dixie 
Cup Co. (paper cups), Hicks & Griest. 











CARLOADS OF COCOA MARSH 

oof of KDKA-TV’s selling power? Look 
at the carloads of Cocoa Marsh 

shipped into Pittsburgh after the mail 

response to the offer on KDKA-TV.” 


MALCOLM P. TAYLOR 
Taylor-Reed Corporation 


40% MORE BUSINESS 
“KDKA-TV came through with 
flying colors—increased business 

more than 40% over any 

previous engagement here.” 


DICK FORTUNE 
Ice Capades 


DKA-TV Pittsbur 





$1.00 IN TIME...$20 IN SALES! 
“KDKA-TV is our greatest pull. 
We get $20 in appliance sales for every $1 spent 
on KDKA-TV...plus indirect good 
will and sales in other departments.” 


MEL LANDOW, Vice President 
Kelly & Cohen 
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‘BIG CHEESE in Wisconsin 


Not only 34 million people 
but 2 million cows. 


WEAU-TV 


EAU CLAIRE, WISCONSIN 


WILBUR STREECH 
PRODUCTIONS, INC. 

Completed: Sinclair Oil Refining Co. (gaso- 
line & oil), GMM&B; Television Bureau of 
Advertising (institutional), Wexton; New 
York Telephone Co. (yellow pages), Spitzer 
& Mills; Colgate-Palmolive Co. (Halo 
shampoo), Spitzer & Mills; Drug Research 
Co. (Insta-Pep), KHCC&A; Transogram 
Co. (Squirty toy), Wexton; Christie, Brown 
& Co. (biscuits), Rabko. 

In Production: ABC (promotional trailer), 
direct; Sinclair Oil Refining Co. (gasoline 
& oil), GMM&B; Television Bureau of Ad- 
vertsing (institutional), Wexton; Golden 
Press, Inc. (Golden Book encyclopedia), 
Wexton. 


U. S. PRODUCTIONS 


Completed: Cities Service Oil Co. (institu- 
tional), Ellington; Johnson & Johnson 
(Liquiprin), L. W. Frohlich; Famous Ar- 
tists Schools (art school), L. C. Gumbinner. 
In Production: Cities Service Oil Co. (in- 
stitutional), Ellington; Howard D. Johnson 
Co. (motor courts), Ayer. 


UPA PICTURES, INC. 

Completed: Carling Brewing Co., Inc. (Stag 
beer), Edward H. Weiss; Montag Bros., 
Inc. (Blue Horse school supplies), Harris & 
Weinstein; Gillette Co. (razors), Maxon. 
In Production: Canada Nut Co. (peanut 
butter), James Lovick; Carling Brewing 
Co., Inc. (Black Label beer), Lang, Fisher 
& Stashower; Speedway Petroleum Corp. 
(79 gasoline), W. B. Doner: Carling Brew- 
ing Co., Inc. (Stag beer), Edward H. Weiss; 
Richfield Oil Corp. (Richfield Boron), 


Hixson & Jorgensen; Christie, Brown & Co. 








(biscuits), McCann-Erickson; Standard Oil 
Co. of Indiana (Permalube), D’Arcy; Mars, 
Inc. (candy bars), Knox Reeves; John J, 
Nissen Baking Co. (Old Home bread), Hoag 
& Provandie; Gillette Co. (razors), Maxon; 
Aristo Dry Cleaners, M. Belmont Ver Stand- 
ig; Gunther Brewing Co. (Gunther & Ft. 
Pitt beer), L&N; Hot Shoppes, Inc., M. 
Belmont Ver Standig; Gold Medal Candy 
Corp. (Bonomo’s Turkish taffy), MLW&S. 


VIDEO FILMS 

Completed: Frito-Nicolay, Dancey, Ine. 
(New Era and Ruffles potato chips), Otto 
& Abbs; Detroit & Northern Savings & Loan 
Assn., Luckoff & Wayburn. 

In Production: Ford Motor Co. (tractors), 
Meldrum & Fewsmith; Donald L. Golden, 
O.D. (Contact-less lens), Luckoff & Way- 
burn; Stran Steel Corp. (Stran Master 
buildings), Campbell-Ewald. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Thomas J. Lipton, Inc. (instant 
tea), Y&R: General Electric Co. (rotisserie 
oven), Y&R; W. A. Sheaffer Pen Co. 
(Skripriter Ballpoint), BBDO; Whitehall 
Laboratories, Div. American Home Prod- 
ucts Corp. (Bisodol mints & powder), 
SSC&B; Carter Products, Inc. (Nair), 
Bates; Texaco Co. (Texaco), C&W; U. S. 
Rubber Co. (Royal tires), Fletcher D. 
Richards. 

In Production: General Electric Co. (refrig- 
erators & freezers), Y&R; Nationwide In- 
surance Co., Ben Sackheim; Bristol-Myers 
Co. (Sal Hepatica), Y&R; Borden Co. (ice 
cream), B&B; Burnham & Morrill Co. 
(B&M baked beans), John C. Dowd; Time, 
Inc. (Life magazine), Y&R. 















SWEET SUCCESS 
“Normal week’s coffee-cake 
sales 3,000. Sales 






---@ 240% increase!” 





Hough Bakeries, Inc. 





after KYW-TV promotion—7,200 


E. T. GILCHRIST, Ass’t to President 


NO SELLING CAMPAIGN IS 


TV CREATES FOOT-FAD 





“There are almost no youngsters walking 
into shoe and department stores who are not 
asking for Red Ball Jets. Beautiful 
increase in sales...opened new accounts, too.” 


COMPLETE WITHOUT THE sf) STA 


W. M. BRUCE 


Red Ball Footwear 






















News (Continued from page 21) 
Mars, 
un J, “We're not attempting to cost the 
aa jobs of any salesmen,” Mr. Barrett 
tand- smiles. “As a matter of fact, we've 
7 found the salesmen generally ac- 
andy knowledge that the more money spent 
'< by the manufacturers in tv, the easier 
; their selling job. But we simply feel 7 
ne. ire : . ‘ 
bp et parame gon - d - pseinbence tv vr a : to ne Charles Denny, RCA vice renee John 
oa Scient country-wide ditsibdiion <f urphy, vice president, rosley Broadcasting Co.; Norman E. (Pete) Cash, 
dee ie esata president, TvB, and Roger Clipp, vice president, Triangle stations. 
ba Research shows, he said, the food (Color as an Asset There’s no shortage. But the owners 
industry puts an additional $500 mil- ? , who are buying colorcasting equip- 
lion into advertising each year to save If the FS oe TAR of @ tv sation ment now are recognized as men with 
$41, billion that would be spent for has the foresight to install color ip, imagination and vision that in- 
es at-the-counter retail clerks. Bristol. | ©dipment now,” said Tom stem, a vestors respect.” 
"Co, Myers’ tv budget is estimated at three peapmaemne analyst = The Value Line In a recent meeting in New York, 
a times its sales budget, and countless Co.. “this " itself is an — which a group of such “visionary” station 
der), other examples exist of companies let- makes the station a more valuable — Gwners from 20 major markets united 
oe ting television do their sales work property. to begin a promotion campaign for 
r D. for them. Explaining that two things—loca- color tv. Called by Roger Clipp, vice 
orig Groups of sales managers and ad- tion and management—are of more president of the tv-radio division of 
e In- vertising men in New York, Chicago, importance in determining an outlets Triangle Publications, Inc., the con- 
— St. Louis and other top markets are worth than its actual equipment, Mr. ference gave broadcasters a look at 
Co. scheduled to view the entire color- Holt said, “After all, anyone with the —_color’s status today and a preview 
Time, slide presentation this summer. capital can buy color equipment. of its future. 
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ONE SPOT...3000 REPLIES! 

“Did you cast a spell around Ohio? 
Over 3,000 of your KYW-TV 

viewers responded instantly—more 

an we received from any other city.” 


SHEILA McKEON 
Brown & Rowland, Inc. for “Q-Tips” 


SALES-A-POPPIN’ 
“Using KYW-TV exclusively, 
our sales show an 
increase of 40% over 
last year’s figures.” 


PEGGY MILLER, Radio-TV Media Director 
Lustig Advertising for Squirt 


-T V Cleveland 


REPRESENTED BY TELEVISION ADVERTISING REPRESENTATIVES, INC. 


BIGGEST CROWD EVER 
“Last Wednesday we had the largest 
crowd, greatest return 
in 53 years...and our only 
advertising was on KYW-TV.” 

R. M. ANDREAS, Manager 
Puritas Spring Park Co. 















Supporting Mr. Holt’s statement 
that imagination is an important 
value, Mr. Clipp noted that a number 
of the successful operators present at 
the meeting were pioneers in radio 
in 1924 and had been among the first 
to receive video channels in 1946. 
Virtually all the stations represented, 
he said, have facilities to transmit— 
color 


and broadcasting—live 


shows in their local areas. 


are 


Following a rundown by Don Dur- 
gin, vice president, NBC-TV network 
sales, on the fall program line-up, the 
executives heard TvB president Nor- 
man E. (Pete) Cash state that adver- 
tisers are now spending their money 
in magazines, newspapers and bill- 
they 
available to them.” Mr. Cash claimed 


boards “because have color 
that if 20 per cent of the average 
market were composed of color sets, 
the video industry would increase its 
gross income by $70 million. 

Charles R. Denny, RCA vice presi- 
dent in charge of product planning, 
pointed out the significance of Ad- 








miral’s entry into the color-set field, 
the growing number of local stations 
which are increasing their colorcasts 
and the proven mechanical reliability 
of late-model receivers. “These and 
other developments are resulting in 
consumer 


growing acceptance of 


color,” he said. 

Speaking as chairman of the Na- 
tional Appliance & Retail Dealers As- 
sociation, Mort Farr noted that deal- 
ers who are receiving support in the 
way of local color programming are 
doing a sizable volume in color-set 
His tint 
would be double this year what they 


sales. own sales, he said, 
were in 758. 

While the assembled station men 
agreed that promotion of color was 


RCA an- 


nounced it was sending a team into 


largely a local matter, 
the field to help organize promotions 
in each market. A special film-and- 
tape presentation is to be shown to 
station management and advertisers. 

“We're currently programming five 
to seven hours weekly of color on 





total national 


output in the KPIX area.” 


DICK DRURY 


Maggie Magnetic Company (Games) 


30% OF TOTAL NATIONAL SALES! 
“We doubled our sales 


..-8old 30% of the company’s 


WFIL-TV to some 40-50,000 receivers 
in Philadelphia,” said Mr. Clipp. “If 
we can get 100,000 color sets out of 
the total 214 million in the market, 
we believe we'll have a medium that 
we could sell to advertisers. Only if 
local stations play a major role in 
offering color programming will set 
sales increase rapidly.” He said that 
aggressive promotion in Cincinnati 
had built color’s percentage of new 
sets sold from six to 20 per cent. 
“One of every five RCA sets now sold 
in the market is a color receiver,” he 


said. 


NTA Feature Study 


The majority of American televi- 
sion stations program from six to 10 
feature films a week which occupy 
from 10 to 20 hours of air time a 
week, according to a study released 
last week by NTA International. 

Results of the survey, which are 
based on returns from 300 stations, or 
54.2 per cent of the nation’s tv out- 
lets, indicate that there are predictable 












sell up to 30 a week!” 


R. F. GUGGENHEIM, D’Evelyn-Guzgenheim 
Advertising Agency for Kikko Man All-Purpose Soy Sauce 





NO SELLING CAMPAIGN IS COMPLETE WITHOUT 


900°% INCREASE IN 6 MONTHS! 
“Since starting our campaign on 
KPIX, stores that used 
to sell 2 to 3 cases a month now 


media—and still our 
sales have increased 


25% thanks to KPIXS> 


YOUNG BROS. 
Appliances 





DOWN GO OTHER MEDIA—UP GO 
“We've cut down on othe 
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differences in patterns of program- 
ming between large and small mar- 
kets and between network affiliates 
and independent stations. Responses 
to the study came in from stations in 
almost every market situation. 

NTA International found a large 
gap between independent-station fea- 
ture programming and affiliated-sta- 
tion programming. Independent sta- 
tions (17 participated in the survey) 
average 21 feature telecasts a week for 
a total average time of 36 hours a 
week. 
the indies’ total air time. 

Network affiliated stations, 
movies a 


This represents 38.3 per cent of 


on the 
other hand, average nine 
week for an average weekly total of 15 
hours. This represents an average of 
13.7 per cent of total weekly hours on 
the air. 

The study also found that more sta- 
tions in a market result in the use of 


Thus, Los 


Angeles and New York outlets devote 


more features per station. 


30.2 per cent and 26.8 per cent of 
total air time, respectively, to features, 
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while Detroit, Phoenix and Washing- 
ton (four station markets) devote 
18.7, 19.4 and 20.3 per cent of total 
air time, respectively, to features. 

Of the 300 stations responding, 106, 
or 35.3 per cent program six to 10 
films a week; 67 outlets, or 22.3 per 
cent of the respondents, program one 
to five features a week, 61 stations, or 
20.3 per cent, show 11 to 15 films a 
week, and 30 stations, or 10.0 per 
cent, program 16 to 20 features in a 
week’s time. 

Three stations reported program- 
ming 31 to 35 features a week, and 
another five said they did not pro- 
gram any features. 

In terms of feature film hours tele- 
129 stations of 43 per 
cent averaged 10 to 20 hours and 


cast weekly, 


78 stations, or 26 per cent of the re- 
spondents, average one to nine hours 
weekly. 
No Yen For Yen 

For several years a Japanese gov- 
ernment restriction on the amount of 
dollars that can be paid for a half- 





ROCKET LAUNCHED—BY Tv! 


“Exceptional results 
...sales took a 
definite rise upon 
our start on KPIX.” 


HOWARD K. WHITNEY, Adam-Whitney Company 


(Toy manufacturer) 


IX San 





hour telefilm has had American over- 
seas distributors muttering old World 
War II obscenities. 

One of them, Abe Mandell, 


tor of international sales for Inde- 


direc- 


(Continued on page 74) 














ORGAN SPOTS STRIKE 300% CHORD! 


“From a saturation schedule of spots exclusively over 
KPIX for Thomas Electronic Organs, priced from 


$750... 


an increase in business of 300% in the Bay 


Area. So successful it depleted inventory!” 


N. C. TEAKLE, N. C. Teakle Distributing Company 


Thomas Electronic Organs 








Francisco 


REPRESENTED BY TELEVISION ADVERTISING REPRESENTATIVES, 

















TV FILM TRAFFIC SERVICES 


Advertising Directory of TV SERVICES 


OPTICAL EFFECTS 
AND ANIMATION 






FILM EQUIPMENT 





BEKINS FILM SERVICES 


Distribution—Inspection—Grading & 
Cleaning—Repairing & Rejuvenation— 
Scratch Removal—Protective Coating— 
Editing—Commercial Insertions—Storage 

1025 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 9-818! 








BONDED T. ¥. FILM SERVICE, INC. 
630 Ninth Ave., New York 36, N. Y. 
JUdson 6-1030 
Chicago: 1301 S. Wabash, WA 2-1629 
L.A.: 8290 Santa Monica Blvd., OL 4-7575 
The nation's largest total film service 
for post-production needs 


SPEED @ SAFETY @ SATISFACTION 


K & W FILM SERVICE CORP. 
1657 Broadway, New York 19, N. Y. 
Circle 5-8080-1-2 
President Norman Witlen 
Vice President Ralph Koch 
OPTICALS ... TITLES ... SPECIAL 
EFFECTS ... SLIDE FILMS ... ANIMATION 
ANIMATION PHOTOGRAPHY 


S. 0. S. CINEMA SUPPLY CORP. 
New York City: 602 West 52nd Street, PL 7-449 
Hollywood, Calf.: 6331 Hollywood Bivd., HO 17-2124 
SALES @ RENTALS © SERVICE 


The world's largest source for film pro- 

duction equipment: Producing, Lighting, 

Processing, Recording, Projection, ete. 
Send for our huge 33rd Year Catalog 














VIDEART INC. 
343 Lexington Ave., New York, N. Y. 
LExington 2-7378-9 
Joe Zuckerman, Pres. 
Optical Effects—Titles 
Complete Animation Facilities 
Animation Consultants 











MODERN TELESERVICE, INC. 
New York Chicago Los Angeles 
OX 7-2753 DE 7-376! WE 3-5674 
_Modern facilities 
Trained personnel 
_Individual attention 





. in servicing tv after-production needs. 


TALENT AGENCIES 





CAMERA EQUIPMENT CO. 
315 West 43rd Street, New York 36, N. Y, 
JUdson 6-1420 
RENTALS — SALES — SERVICE 
Motion picture and television equipment 
. . « lighting equipment . . . generators 
. . . film editing equipment . . . processing 
equipment. 

















MUSICAL COMMERCIALS 
AND TV BACKGROUNDS 





FOSTER-FERGUSON 

(Jean & Babs) 
141 East 44th Street, New York 17, N. Y. 

YUkon 6-4330 
A complete service, specializing in creative 
talent for tv. May we screen, from our vast 
resources of actors, models, etc., the types 
to fit your specific need. 


TELEPHONE ANSWERING 











TELEPHONE MESSAGE SERVICE 


222 E. 56th St.. New York, N. Y. 
PLaza 9-3400 


Let us be your New York office. 
24 hours, 7 days a week, service 
specializing in tv and radio industry 











FAILLACE PRODUCTIONS, INC. 

59 East 54th Street, New York 22, N. Y. 
Eldorado 5-1752 
President—Tony Faillace 
Commercials for: Maxwell House Coffee, 
Ford, Peter Paul Mounds, Parliament 
Cigarettes, Ponds, Phillies Cigars, Post 
Cereals, Tide, NAB, etc. 





LIGHTING 


FASHION COORDINATOR 











INSURANCE 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 








JOAN BARNES 
72 E. 79th Street, New York 21, N. Y. 


Stylist of backgrounds, fashion coordina- 
tor of programs and tv commercials and 
designer of set interiors. 











JEROME J. COWEN, INC. 
(Jerry & Ron) 


225 West 34th St., New York |, N. Y. 
CH 4-3127-8 


RARE AND UNUSUAL COVERAGES 
OUR SPECIALTY 





TRANSCRIPTION AND. 
RECORDING SERVICES 


COLLECTION AGENCIES 











ANIMALS AND 
ANIMAL DRAWN VEHICLES 





REEVES SOUND STUDIOS 


304 East 44th Street, New York 17, N. Y. 
ORegon 9-3550 


Complete transcription and film 
recording facilities. 














STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York, N. Y. 
Collections 
For the Industry 
All over the world 
Serving radio, tv and film accounts 
No Collections — No Commissions !! 











CHATEAU THEATRICAL ANIMALS 
608 West 48th Street, New York, N. Y. 
Circle 6-0520 

“FROM A FLEA TO AN ELEPHANT- 

FROM A GOAT CART TO A STAGECOACH” 
Our animals have never failed to perform 
Our handlers are competent 

Our stock is immaculate 











EY 


TROPHIES & AWARDS — 











PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
.....William B. Gullette 
16mm, 35mm; magnetic or optical; all 


President 


interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 











CUSTOM TROPHY MFG. CO. 
5017 W. Exposition Blvd. 
Los Angeles 16, Calif. 

Sales Incentive Awards 
Trophies, Plaques, Etched Plates, 
Engravings, Medals and Service Pins 
Buy Direct from the Manufacturer. 
Write for Free Catalog. 
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TELEVISION AGE 


s program ratings, audiences and 
A rates for competing stations in 
a market seek the same level, it be- 
comes more important for the adver- 
tiser (and spot buyer) to obtain 
“something extra” for his money. 
Sales help in the form of “marketing 
aid” is that extra in many instances. 

And marketing assistance has come 
a long way from the day when sta- 
tions mailed jumbo postcards to local 
retailers—if the merchandising pro- 
gram of KTTV Los Angeles is any ex- 
ample. 

At a recent colorfilm presentation, 
KTTV sales vice president John Vrba 
described the station’s PM (for prod- 
uct movement) plan. In brief, the plan 
offers advertisers 14 different promo- 
tions to use singly or in combination. 
Each promotion is assigned a certain 
point value, with the KTTV advertiser 


given points to “spend” according to 
the billing he places with the station. 

Within a 13-week period, an adver- 
tiser spending $3-5,000 is allowed 250 
points, $5-8,500 500 points and so on 
until 2.500 points are allowed for ex- 
penditures over $27,000. 

The services advertisers may re- 
quest range from personal calls by sta- 
tion representatives on key buyers, 
through consumer surveys and the 
setting up of displays in supermarkets, 


to the inclusion of “value vouchers” 





a review of 
current activity 
in national 
spot tv 


in newspaper ads. (The coupons al- 
low customers special prices on ad- 
vertised items and are turned in by 
participating stores to the station, 
which relays them to the advertiser for 
a check of the promotion’s success. ) 

Among other services are the con- 
ducting of sales meetings to generate 
enthusiasm among the advertiser's 
salesmen over the video campaign, 
sales incentive contests, trade mailings, 
special “problem-solving” luncheon 
meetings held for the client and “diffi- 
cult” buyers and distribution of point- 
of-sale material. 

Participating in the PM plan are 
139 supermarkets throughout Califor- 





Ted Bates & Co., Inc., timebuyer 
Frank Morello sets schedules for 
M&M candies and Uncle Ben’s rice for 


Food Manufacturers, Inc. 


JULY 13, 1959 












REPORT 


nia and nearby states, with the sta- 
tion noting that the great variety of 
merchandise sold in today’s super- 
markets makes the plan available to 
almost every advertiser of retail goods 
—foods, cigarettes, toiletries, etc. 

How does the advertiser know he’s 
getting the promotions ordered? At 
the end of the 13-week period, he re- 
ceives a complete report documented 
with photographs of store displays, 
photostats of tie-in ads placed in local 
newspapers or in food trade maga- 
zines, redeemed product coupons and 
copies of audit sheets listing the num- 
ber of cases per display and the store 
manager's signature. 

Stressing that the southern Califor- 
nia market area is a huge one, and 
one difficult to cover by advertisers 
who do not have large marketing 
teams. Mr. Vrba stated that the PM 
plan enables the smallest advertiser, 
as well as the largest, to obtain needed 


services. 


ACOUSTIC CHEMICAL CORP. 
(Harvey Dreyer Associates, N. Y.) 
This maker of ACOUSTEX sound-deaden- 
ing paint tested recently in the New 
York market and currently is getting 
started with what could be a major drive. 
wor-tv New York is the first to get 
placements of day and night filmed 
minutes, but the company hopes to expand 
market-by-market across the country. 
Initial schedules are for 13 weeks. Account 
executive Seymour Ullman is the contact. 
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says Wally McGough, Gen. Mgr. 


WIVN-TV 


COLUMBUS, 0O. 


Warner Bros. features are 
amazing. They never wear 
out with either audiences or 
sponsors. According to 
Wally McGough: 


“From 9:30 in the morning to 
well past midnight, there's no 
hour that we can't program 
Warner Bros. features and get 
top results. They've given us 
fantastic mileage in the three 
years we've been showing them. 
Believe me, they pay off!” 


Consistently high ratings 
and enthusiastic sponsor 
backing have made Warner 
Bros. features a “hot item” 
year after year in TV mar- 
kets everywhere. With big 
stars in well-known post ’48 
films, these features offer 
you an opportunity to fat- 
ten ratings and profits. Why 
not call us right now for 
information? 


Ul... 


UNITED ARTISTS ASSOCIATED, wwe. 
NEW YORK, 345 Madison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr., DEarborn 2-2030 
DALLAS, 1511 Bryan St., Riverside 7-8553 

LOS ANGELES, 9110 Sunset Bivd., CRestview 6-5886 
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ANAHIST CO. 

(Ted Bates & Co., Inc., N. Y.) 

The agency is starting to move toward its 
customary September start on the diverse 
line of ANAHIST sprays, tablets, etc. 


Virtually all of the country’s several hundred 


major and minor markets will get place- 
ments of filmed minutes in night and day 
slots. The schedules will be for 13-26 
weeks. Chet Slaybaugh is the timebuyer. 


AURORA PLASTICS CO. 
(Harold J. Siesel Co., N. Y.) 


Through the summer, this toymaker is 
advertising a water-propelled rocket, with 
filmed minutes running in kid shows. New 
toy items will be shown in the pre- 
Christmas push which starts in September. 
About the top 20 markets will get 
schedules of various lengths and frequencies. 
Media director Elin Corey is the contact. 


BANTOB PRODUCTS CORP. 
(H.W. Warden Associates, Inc.,N.Y.) 


A new cigarette, VANGUARD, began test 
schedules late last month in Dayton, with 
filmed minutes and 20’s running on WLW-D 
and wuio-Tv. Prime time is being used, 
with the placements to continue “until 
time for sufficient evaluation has elapsed.” 
Video is the predominant medium used 

in the introductory campaign. Media 
director James Barrett is the contact. 





Tv Winners 


The first annual awards for ra- 
dio and tv commercials created 
by agencies in the southeastern 
states were presented in mid-June 
by the Atlanta Radio and Televi- 
sion Representatives Association. 
The winners, selected on the sole 
basis of “sales effectiveness,” 
were Tucker Wayne & Co., At- 
lanta, for a radio spot for Seal- 
test, and Liller, Neal, Battle & 
Lindsey, Inc., Atlanta, for a tv 
commercial for Lay’s potato 
chips. 

Entries were accepted from all 
eight southeastern states, the 
only requirement being that the 
spot had been aired during 1958 
and had been placed through an 
Atlanta station representative. 

Awards of excellence were also 
presented, in television, to Hen- 
derson Advertising Agency, Inc., 
Greenville, S. C.; Liller, Neal, 
Battle & Lindsey; Noble-Dury & 
Associates, Inc., Nashville; Si- 
mon & Gwynn, Memphis, and 


Tucker Wayne. 





Edward H. Benedict (l.), national 
sales director in New York for they 
Kadio and Tv Division of Triangle 
Publications, chats with Humbold 
Greig, manager of timebuying for 
C.J. LaRoche Advertising, at the cock 
tail party which the Triangle stations 
gave recently for 600 agency and ad- 
vertising executives in New York. Trt 
angle stations include w¥it-Tv Phila 
delphia, WNBE-TV Binghamton, KFRE 
tv Fresno, WFBG-TV Altoona, WLYEH- 
Tv Lebanon and WNHC-TV New Haven. 





BERKS LEHIGH 
COOPERATIVE ASSOC. 
(The Rockmore Co., N. Y.) 


Returning to its customary New York 
and Philadelphia markets, WILRICK’S 
4-to-1 grape-juice concentrate is running 
eight-week schedules of day and night 
minutes. The summertime push on the 
product has been customary for about five 
years. Tv-radio vice president Charles 
Lewin is the contact. 


BLOCK DRUG CO. 


(L. C. Gumbinner Adv. Agency, Inc. 
N. Y.) 

The drug firm should supplement its 
network activity on REM PLUS cold 
products with spot buys in 10-15 major 
markets late in September. The schedules 
of filmed minutes will go in nighttime 
slots and run about 13-26 weeks through 
the cold weather. Al Sessions is the 
timebuyer. 


BLOCK DRUG CO. 

(SSC&B, N. Y.) 

Concurrent with the activity for this drug 
firm at its other agencies, SSC&B is 
reported lining up fall placements for 
GREEN MINT, PY-CO-PAY and NY7OL. 
Early September is the usual starting date 
for 13-week schedules in top markets, 
with filmed minutes used in nighttime and 
weekend slots. Ira Gonsier is the 
timebuyer. 


BURNHAM & MORRILL CO. 
(John C. Dowd, Inc., Boston) 


This food processor used spot about five 
years ago with a very successful campaign 
for its B&M baked beans but 

changed agencies and has been out 

of the medium for some time. Now a 
fall campaign in six-to-eight New England 
markets is planned with minutes, 20's and 
ID’s running primarily in daytime slots, 
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with WJBK-TV's EARLY SHOW movie! 


; drug 
7 Busy day behind them . . . Time to relax. Now’s 


YTOL. the highlight of their day with a topflight movie— 


ca WJBK-TV’s “Early Show,” Monday through Fri- 
ne and day, 5:00 to 6:30 PM — begins June 29. Team up with 

PARAMOUNT, UNITED ARTISTS, SCREEN 
CO. GEMS, NTA and RKO to tap the 9-billion-dollar 


sales potential in the nation’s fifth market—at a 


\Debestelelomelemeetee lee) scene 


tfve & strategically receptive time! 

mpaign : CHANNEL DETROIT 
WJBK-TV puts you right in the picture in 1,900,000 

ju a. . . ° ° 

we television homes in Detroit and southeastern Michigan. 

England 

O's and Represented by the Katz Agency 


slots, 100,000 Watts CBS AFFILIATE 1057-foot tower N.Y. Sales Office: 623 Madison Ave., N.Y. 22 + PLaza 1-3940 


<> ‘ * * 
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but with some night placements. Films 
are currently in production, so the start 
date is some time away. Media director 
William Monaghan is the contact. 


CARLING BREWING CO. 
(Guild, Bascomb & Bonfigli, Seattle) 


The brewery is introducing its BLACK 
LABEL brand throughout the northwest, 
with heavy schedules of ID's, 20’s and 
minutes running in Washington, Oregon 
and Idaho markets. Colleen Mattice 

is the contact. 


CENTRAL CANNING CO. 


(Nemarow Adv. Agency, Inc., Vine- 
land, N. J.) 
A non-carbonated drink, SLIM/TRIM, 


has been testing for this company in Albany, 
N. Y., with filmed minutes. Some scattered 
and brief placements in eastern markets 
between Toronto and Atlantic City will 

be set through the summer, with a larger 
tv push planned for fall. Mark Soifer 

is the buying contact. 


CHUN KING FOODS 
(BBDO, Minneapolis) 


This account shifted from J. Walter 
Thompson, Chicago, to this agency in May 
and is moving quickly with its first spot 
campaign in three years. Day and evening 
minutes kicked off July 6 for four weeks in 
about 35 top markets. Hale Byers is 

the timebuyer. 








C. M. Grove joined Van der Boom, 
Hunt, McNaughton, Inc., Los Angeles, 
as media director and will be respon- 
sible for all media buying. He last 
served Compton Adv. 








THE 


“ad LAUREL 
AND 


HARDY 


| SHOW 
Gets Top Ratings on 


WCBS-TV, New York 





Wire or phone 
Art Kerman 
today for 
availability 

in your market, 


4 


\ 
GOVERNOR TELEVISION 


375 Park Avenue, N.Y.C. 
PLaza 3-6216 
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C-K ENTERPRISES, INC. 
(Olmstead & Foley, Inc., Minneapolis) 


It’s reported this agency is looking into 

various small markets in preparation for 
setting a test on a new potting soil called 

LIVING EARTH. Media director 


Warren Way is the contact. 


EMENEE INDUSTRIES 
(Dunay, Hirsch & Lewis, Inc., N. Y.) 


The fall campaign for this firm’s line of 
musical toys will be increased over last 
year's, with a mid-September start set 
rather than the mid-October one used in 
58. About the top 20-25 markets will be 
bought again, with seven major ones 
already set. Filmed minutes in and around 
kid shows will be used. Frances Oster is 
the timebuyer. 


FAMOUS ARTISTS CORP. 


(L. C. Gumbinner Adv. Agency, Inc., 
A. FJ 

Video is being given not only credit but 
an expanded budget for this company’s 
fall campaign. Some 185 markets have 
already run the correspondence art school’s 
15-minute film asking for mail order re- 
sponses, with a number of the markets 
having repeated the film four and five times. 
For fall, it’s planned to re-hit the top 

80 markets, setting the commercial to run 
up to six times in each. All money that 
formerly went into newspapers and 
magazines is going into the tv push. 
Needless to say, the client is very pleased 
with the results from spot. Al Sessions 

is the timebuyer. 


GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, Inc., 

N.Y 3 

As noted last issue, CHEERIOS is con- 
tinuing to add minutes in kid shows in 
markets across the country. In addition, 
a new cereal—CARAMEL PUFFS—is 
being introduced in scattered areas, with 
similar schedules kicking off this month and 
running until December. Roy Terzi is the 
timebuyer. 


HEUBLEIN, INC. 
(Bryan Houston, Inc., N. Y.) 


With the summer schedules on SIZZL- 






Agency Changes 
J. M. Mathes, -Inc., which lost sey. 


eral accounts in the first part of the 
year, gained two new clients within 
a week when both the Underwood 
Corp. and the Austin division of the 
British Motor Corp. appointed the 
agency. 

The Hudson Pulp & Paper Corp., 
representing about $114 million in 
billings, settled at Grey Adv. A gency, 
Inc., and will terminate its connection 
with Norman, Craig & Kummel, Inc. 
next month. 

Preen wax, a product of A. S. Har. 
rison Co., returned to Charles W. Hoyt 
Co., Inc., after spending about nine 
months at Hilton & Riggio, Inc., and 
its merged successor, Kastor, Hilton, 
Chesley, Clifford & Atherton, Inc. The 
account bills about $150,000. 

Some $4 million in billings for Nes- 
cafe, the Nestle Co., Inc., drink, left 
Bryan Houston, Inc., and moved to 
William Esty Co., Inc. Having lost 
about $10 million in billings during 
the past few months (Dristan moved 
its $6-million account to Tatham- 
Laird, Inc., earlier), the Houston 
agency merged with Fletcher Rich- 
ards, Calkins & Holden, Inc. 

In Greenville, S. C., the Henderson 
Adv. Agency, Inc., which recently 
moved into its own modernistic build- 
ing, was appointed to handle new- 
product advertising for Miles Labora- 
tories. Geoffrey Wade, Inc., Chicago, 
will continue on Alka-Seltzer and the 
other Miles products it now handles. 


Noxzema Chemical Co. assigned 
two new test products to SSC&B, which 
already holds its skin cream and sun- 
tan lotion, and a new item to DCS8S, 
which has the company’s Nozain. 

Kudner Agency, Inc., gained the 
bread division of Arnold Bakers, Inc.. 
last February from Charles W. Hoyt 
Co., Inc. Now the Brick Oven cookie 
line has also shifted, so that the entire 
account is consolidated at Kudner. 


Hertz Corp., which has been using 
spot in the past few months for its 
Rent-A-Car advertising, shifted the 
account to Norman, Craig & Kummel, 
Inc. Campbell-Ewald, Inc., held Hertz 
for the past 32 years. About $44% 
million in billings is involved. 
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Buyer Profile ab ab 


onne Murphy cheerfully takes a 
firm stand in the continuing con- 
troversy over specialized versus all- 
media buying. “Thank heaven,” she 
says, “for a split-type operation! 

“Some years ago my job required 
some knowledge of stock ownership 
of every one of the then 850 radio 
stations in the country. Today, with 
3,320, plus some 520 television sta- 
tions, this task would be well-nigh 
impossible. When you add to them 
the 2.125 daily and Sunday news- 
papers in existence, the sum total of 
knowledge necessary to do a superior 
buying job on both media is stag- 
gering. 

Jonne Murphy, a cum laude gradu- 
ate of Skidmore College, is the wife 
of Ray T. Murphy and the mother of 
two sons, the oldest a freshman at 
Colgate. A partial list of her interests 
includes painting, gardening, swim- 
ming and sewing. She is also a time- 
buyer on American Tobacco’s Tarey- 
ton and Roi Tan at the Lawrence C. 
Gumbinner Advertising Agency, New 
York, a job she’s had since 1957. 














JONNE MURPHY 





She’s been in advertising for more 
than 20 years. 

“Good buying,” Mrs. Murphy 
maintains, “should imply a thorough 
knowledge of markets. Normally, a 
newspaper covers the urban portion 
of a metropolitan area and drops off 
sharply in circulation in the suburbs. 
A strong television station wiil usually 
cover a much wider area in the en- 
virons with entirely different char- 
acteristics. Good broadcast buying 
should be based upon a thorough 


knowledge of a station’s program- 
ming, ownership, management, public 
service, position in the market and 
acceptance of corporate image in the 
audience’s mind. These factors are 
constantly changing, and I, for one, 
fail to see how an all-media buyer 
can keep up with these changes, plus 
all the details of buying.” 

Mrs. Murphy, who obviously en- 
joys a challenge on many fronts, adds 
that “a proponent for broadcast or 
for print can promote more stimu- 
lating discussion in initial budget 
meetings than can be accomplished by 
a single individual who doesn’t really 
care which medium is used so long 
as the budget is sound. 

“Station and rep presentations, 
with their counterparts in the print 
field, together with visits with rep 
salesmen and staff members from 
individual media, are a vital part 
of day-to-day operation. The 
specialized buyer can afford more 
time for such meetings, as well as 
for studying trends and changes in 
his particular media, and can take 
the time to make constant improve- 
ments.” 


WRGB IS TOPS 








WRGB . .. the top TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany ... Schenectady... and Troy 


QT 8 
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Reader's Service 


* se 
Television Age 
444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
checked: 

Number of copies 
Auto Dealers (66 case histories) 
Bakeries & Bakery Products (12) —— 
Banks & Savings Institutions (19) —— 
Beer & Ale (42) — 
Candy & Confetionery Stores (16) —— 
Coffee Distributors (16) — 
Cosmetics & Beauty Preparation (29) —— 
Cough & Cold Remedies (12) —_—- 
Dairies & Dairy Products (26) — 
Department Stores (37) — 
Drugs & Remedies (36) — 
Dry Cleaners & Laundries (10) eiia 
Electrical Appliances (24) — 





Electric Power Companies (16) ~— 
Farm Implements & Machinery (12) —— 
Furniture & Home Furnishings (15) —— 
Gas Companies (11) — 
Gasoline & Oil (28) — 
Groceries & Supermarkets (23) — 
Hardware & Building Supplies (17) —— 
Home Building & Real Estate (14) —— 
Insurance Companies (14) 

Jewelry Stores & Manufacturers (22) —— 
Men’s Clothing Stores (18) — 
Moving & Storage (26) — 
Newspapers & Magazines (20) — 
Nurseries Seed & Feed (12) — 
Pet Food & Pet Shops (12) — 
Restaurants & Cafeterias (22) — 
Shoe Stores & Manufacturers (18) —— 
Soft Drink Distributors (16) -—— 
Sporting Goods & Toys (24) — 
Telephone Companies (10) —_— 
Television & Radio Receivers (14) —— 
Theatres (24) — 
Tires & Auto Accessories (12) - 
Travel, Hotels & Resorts (15) a 
Weight Control (12) — 
Women’s Specialty Shops (14) — 


Name 
Company 
Position _ 
Address 
City Zone___ 


State 
C) Bill me 
(CJ I enclose payment 


( Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 

includes the second 15 of the above 

Product Groups. 
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Personals 


FRANK GIANATASSIO has joined 
the New York office of Guild, Bascom 
& Bonfigli, where, as media director, 
he will be buying for accounts previ- 
ously serviced in New York but han- 
dled by the San Francisco office. For 
the present, Best Foods will be his 
principal account. 





MR, GIANATASSIO 





MR. SWICK 


THOMAS SWICK and ALFRED 


saree 


SPRAY having gotten under way on the 
west coast, the agency is turning its at- 
tention toward the fall campaigns for the 
hot MAYPO and MALTEX cereals. As 
in the past, filmed minutes will go in a 
great many top markets where kid shows 
are available. Placements start in Sep- 
tember for 26 weeks. Richard Stevens, 
assisted by Elizabeth Griffith, is the buyer. 


INTERNATIONAL LATEX 
CORP. 

(Reach-McClinton & Co., Inc., N. Y.) 
Placements are being set for a September 
start on this firm’s ISODINE line of 
antiseptics, gargles and various remedies. 
Night minutes will get under way in top 
markets for 26-52 weeks. Bob Bruno is 
the timebuyer. 


JOHNSON & JOHNSON 
(Young & Rubicam, Inc., N. Y.) 


Four-week schedules in top markets began 
late last month for this firm’s BAND-AID 


SANNO have been promoted from 
media account supervisors to associate 





MR, SANNO 


media directors at McCann-Erickson, 


New York. 


STEVE SEMONS, formerly buyer 
on AMF and Colgate at Cunningham 
& Walsh, New York, has joined Young 


& Rubicam, same city, as senior buyer. 


CLIFFORD WILSON has _ joined 
Kenyon & Eckhardt as media director 
of the Detroit office, replacing BREN- 
DAN BALDWIN, who recently was 
appointed a vice president and asso- 
ciate media director of the agency's 
New York office. Mr. Wilson had been 
media director at Cockfield Brown, 
Canada, for several years. 


DICK GOLDSMITH, formerly buy- 
er at Cunningham & Walsh, New 
York, has moved to Ben Sackheim, 
where he will be buying on Peter Pan, 
Nationwide Insurance and other of the 
agency's accounts. He replaces ROB- 
ERT GLATZER, who has gone into 
tv production at Ogilvy, Benson & 
Mather. 





large bandages, with the filmed minutes 
aimed at summertime bites and scratches. 
Early- and late-evening periods are running. 
Bob Kowalski, assisted by Joe O’Brien, 


handles the buying. 


HOWARD D. JOHNSON 
RESTAURANTS 


(N. W. Ayer & Son, Inc., Phila.) 


Although this chain has used spot in the 
past in Miami and Washington, and is 
currently running schedules in Boston, it 
entered the New York market for the first 
time with a three-times-weekly buy of the 
wrca-Tv Gabe Pressman news show. It’s 
also using a morning news-break in Today. 
The summertime schedules are introducing 
the firm’s retail line of frozen foods, 
which received an enthusiastic reception 
in Boston. Derek Dyadt is the buying 
contact. 
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MERCK & CO. 
(Chas. W. Hoyt Co., Inc., N. Y.) 
4 chemical product, FRUIT FREEZE, 


is getting some scattered and infrequent 
action in important canning areas. It’s a 
preservative that keeps fruit looking fresh. 
Placements are usually at the request of 
local dealers and are set for about two 
weeks during peak canning times. Markets 
are primarily midwestern and rural ones. 
Doug Humm is the timebuyer. 


PETER PAUL, INC. 


(Dancer-Fitzgerald-Sample, Inc., 
N.Y.) 

Although MOUNDS and ALMOND JOYS 
are going into network for the 

first time, it’s reported the 

expenditure is partially above the 

usual spot budget. So, spot 

schedules of day and night minutes and 
20's will get under way in September as 
customary in about the first 100 markets. 
Herl) Werman is the timebuyer. 


PILLSBURY CO. 
(Leo Burnett Co., Inc., Chicago) 


This firm’s ANGEL FOOD MIX began 
schedules early this month in about 60 
selected markets across the country. Day 
and late-evening filmed minutes are run- 
ning for five weeks. Walter Bregman 

is the timebuyer. 














THEY'RE ALL YOURS 
50,000 TV HOMES 


FOR JUST $] mn 


THOUSAND 


With nearly 80% TV saturation in this 
single-station market, you're assured of 
1000 homes reached for every dollar 
spent. Put your next campaign on 


KMSO-TV 


ABC e CBS @ NBC 
MISSOULA, MONTANA 


GET THE FROM FORJOE 


PICTURE 





PILLSBURY CO. 
(Campbell-Mithun, Inc., Minneapolis) 
A fairly new product from this food firm, 
REFRIGERATED COFFEE CAKE, is set 
to get some placements of filmed daytime 
minutes in selected markets. The schedules 
will run about six weeks. Rudy Marti is 
the timebuyer. 


PROCTER & GAMBLE CO. 
(Benton & Bowles, Inc., N. Y.) 


Some new activity is reported for 





CHARMIN paper products, which moved 
to B&B last January, with day and night 
minutes starting the first of the month in 
selected top markets. As with most P&G 
schedules, the placements are for 52 weeks. 
Sam Haven is the timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 


As many other P&G items have been doing 
this month, CAMAY soap is reportedly 
placing schedules in scattered markets 


SELL, 


AUTOS! 


. . . the Beaumont-Port Arthur-Orange 
market is 90th in the 
. . . 5th in Texas* in 


Nation* 


automotive sales. And only 
KFDM-TV delivers this entire area 
of over 1 million prosperous 
Texans. For Auto Sales 
Buy 








KFDM-TV 


*S. M. Survey of 


Buying Power, 1958 
cane nn 








See PETERS-GRIFFIN-WOODWARD, INC. 
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ARB City-By-City Ratings May, 1959 
AMARILLO ANCHORAGE BEAUMONT-PORT ARTHUR 


3-Station Report 2-Station Report 2-Station Report 
(four-week ratings) (one-week ratings) (four-week ratings) 




















TOP SYNDICATED FIL TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
1. Silent Service (CNP) KGNc-TV Mon. 8:30 1. Huckleberry Hound (Kellogg) KENI-TV i. State Trooper (MCA) KFDM-TV Tue. 8 412 
2. U.S. Marshal (NTA) Krpa-Tv Sat. 9:30 Fri. 7:30 . wdesboweeseseeee 16.9 2. Rescue 8* (Screen Gems) KFDM-TV 
$. State Trooper (MCA) KFDa-Ty Sat. & . 2. Whirlybirds (CBS) kTva Thu. 7 12.3 Thu. 7:30 . oases 
4. Rescue 8 (Screen Gems) KFDA-TV Mon. 9:30 3. San Francisco Beat (CBS) KTva Tue. 8:30 10.9 3. Cannonball (ITC) KrpM-TV Sat. 9:30 
5. Bold Venture (Ziv) Kvit-Tv Fri, 9:30 4. Resue 8 (Sereen Gems) KENI-TV Sun. 7:30 38.0 4. Sea Hunt (Ziv) KPAc-TV Mon. 8:36 oun 
6. SA 7* (MCA) KFDa-Tv Mon. 9 ...... 5. Colonel Flack (CBS) kTva Fri. 8 6.1 5. Highway Patrol (Ziv) KFDM-TVY Wed. 9 30.3 
7. Highway Patrol (Ziv) KGNO-TV Mon. 9:30 6. Flight (CNP) krva Thu. 9 ee ee 6. Three Stooges (Screen Gems) 4 
8. 26 Men (ABC) kKvu-Ty Tue. 8:30 T. Gleneannon (NTA) KENI-TV Thu. 9:30 31.0 KPAC-TV M-F 6:15 — 
9. Mackenzie's Raiders (Ziv) Krpa-Tv Thu. 9:30 8. Air Power (CBS) KTva Thu. 7:30 24.8 7. Huckleberry Hound (Kellogg) 
16. Huckleberry Hound (Kellogg) Krpa-tv Thu. 5 9. Championship Bowling (Schwimmer) KFDM-TV Thu. 5:30 249 
11. Popeye (UAA) KFDA-TV M-F 5 KTVA Sun. 5 ‘ ; 23.1 8. Flight (CNP) kKpac-tv Wed. 8 22.9 
2. Flight* (CNP) KeNnec-tv Tue. 9:30 9. Target (Ziv) KENI-TV Wed. 9:30 .. 23.1 9. Target (Ziv) KrpM-tTv Wed. 7:30 224 
2. Whirlybirds* (CBS) KeNnc-TvV Thu 10. Amos ’n’ Andy (CBS) KTva Sun. 6:30 18.6 10. Mike Hammer* (MCA) KPAC-TV Tue. 9:36 .219 
13. Colonel Flack* (CBS) KPpa-TV Sun. 8:30 11. Famous Fights (Winik) KeNI-tv Fri. 8 ..17.1 11. Bold Venture (Ziv) KrpM-tv Fri. 9:30 18.6 
14. Annie Oakley (CBS) KGNC-TV Sun. 5:30 12. Gene Autry (CBS) Krva Fri. 7 . 16.4 12. Superman* (Kellogg) KFDM-Tv Wed. 5:30 .1T 
13. Telesports Digest (Tel Ra) KTVA Mon. 7 .. 8.2 13. SA 7 (MCA) KFpM-Tv Thu. 6:30 ......168 
TOP FEATURE FILMS eee .. os OS ee Se. ie ae ee 
1, Melinaition qovesev fun, 0:20-22:08 ....<:81 TOP FEATURE FILMS 0 ee en eee t 
2. Spectacular KviI-Tv Sat. 9:30-11:15 -11.9 1. Ty Hour of Stars KENI-TV Sun. 9:10 ......26.8 7 
Hollywood Premiere KviI-Tv Mon. $:30-10 .. 8 2. Nightmare KENI-TV Fri. 10:15-12 mid. ....21.8 TOP FEATURE FILMS 
4. Feature Film KGNc-Tv Sat. 10:30-12 mid 8.1 3. Channel 2 Playhouse KENI-TV 
». Big 10 Western KFDA-T\ Wed. 10:15-19 mid. ..... 0... cece ee 20.3 a 
Sat. 10:30-11:45 a.m 7 dit 5.8 4. Channel 2 Playhouse KENI-TV ‘ bares depinegs . > 2 285 
e : 2. Showtime KFDM-Tv Fri 10:15-11:45 — 
: rte. se 8 mn _ WR ROSTSEE ARE. + cwence : 19.2 3. Shock Theatre KPAC-TV Sat. 10:30-11:45 ..198 
TOP NETWORK SHOWS >. Channel 2 Playhouse KENI-TV 4. Saturday Matinee* KFpM-TV Sat. 3:15-5 ...107 
Sat. 10:45-12:15 am. ... . °° 16.2 5. Sunday Matinee* KFDM-TV Sun. 3-4:30 ...105 
1. Wagon Train KGNC-TV 
2. Gunsmoke KPDA-TY TOP NETWORK SHOWS TOP NETWORK SHOWS 
The Riflleman KvII-Tv : 
; See Agente awc-s4 1. Wagon Train KENI-TV . : one 67.2 1. Red Skelton KFDM-TV .. 66.9 
5. Have Gun, Will Travel KFDA-TV 2. Gunsmoke KTVA waste : 60.4 2. Gunsmoke KFDM-TV +056 
6. December Bride* KFDA-TV 3. Have Gun, Will Travel KTvA . 57.5 }. Wagon Train KPAC-TV BAe 
7. Peter Gunn KGNC-TV 4. The Rifleman KENI-TV we 53.: 4. The Texan KFDM-TV ee 49.1 
8. I’ve Got a Secret KFDA-TV 5. Wanted—Dead or Aliye KTVA 5. Zane Grey Theatre* KFDM-TV .. 49.5 
9. Tennessee Exnie Ford KGNC-TV 6. Red elton KTVA coe 50.8 6. Wyatt Earp KFDM-TV . — 
10. Tales of Wells Fargo KGNc-TV 7. Zane Grey Theatre KTVA “ee 48.1 7. Wanted-Dead or Alive KFDM-TV oan 
8. Markham KTVA “~ ‘ a 46.2 8. Perry Mason KFDM-TV ove cane 
9. Rawhide KTVA . . é 16.1 9. The Price Is Right KPac-Tv én 44.1 


INDIANAPOLIS 10. The Millionaire erva jailer 16.0 10. Name That Tune KFDM-TV ‘ccenee 
1-Station Report MEMPHIS MINNEAPOLIS-ST. PAUL 


(four-week ratings) 


si sia ; 3-Station Report i-Station Report 
< . 
TOP SYNDICATED FILMS ‘cates ties Giana, waned 








1. Highway Patrol (Ziy) wisu-Tv Sat. 10:30 1 + wreRy . i + . 
2. San Francisco Beat (CBS) wist-rv Mon. 7 TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
2. Sea Hunt (Ziy) wisu-tTv Tue. 7 1. State Trooper (MCA) wHBQ-Tv Thu. 8 1. Death Valley Days (U.S Sorax) WCCO-TY 
3. Whirlybirds* (CBS) wisu-tv Fri. 8:30 2. Silent Service (CNP) WREO-TV Sat. 9:30 24.5 Sat. 9:30 ces . sevens eum 26.5 
1. Death Valley Days (U.S. Borax) WISH-TV 3. Cisco Kid (Ziv) wmcr Wed. 7 = ..19.7 2. Huckleberry Hound (Kellogg) weco-tv 
Sat. 7 ...- vo ot eh nay oe : 4. Amos ’n’ Andy (CBS) wrec-tv M-F 6 ....19.4 Tue. 6:30 tt teeeeee veeeeeeee eID 
5. Soldiers of Fortune (MCA) wiw-1 Sun. 6 Pte , 1. Highway Patrol (Ziv) wMcrT Sat. 8 . ..19.4 3. Highway Patrol (Ziy) KsTP-Tv Mon. 9:30 16. 
6. 26 Men (ABC) wtw-t Sun. 6:30 . ree | x 5. Woody Woodpecker (Kellogg) WMC1 4. State Trooper (MCA) KstTpP-tv Tue. 9:30 124 
7. Huckleberry Hound (Kellogg) WLw-t ES “eee ae age ; 17.4 5. Badge 714 (CNP) KsTP-Tv Mon. 10:30 ...115 
<pgelthashell age “$4 6. Sea Hunt (Ziv) wHeq-tv Thu. 9 . ...16.9 6. Whirlybirds (CBS) wrcn-tv Mon, 8:30 16.8 
8. State Trooper* (MCA) wiw-t Fri. 10:30 ..14.5 7. Huckleberry Hound (Kellogg) wc 6. Sea Hunt (Ziv) wren-tv Thu. 9 .. coc ckem 
9. New York Confidential (ITC) wisu-tv Thu. 7 14.1 Thu. 5:30 . At : 16.6 7. New York Confidential (ITC) weco-Tv Tue. 7 16 
10. Danger Is My Business (CNP) WLW-I 8. Superman (Kellogg) WMcT Mon. 5:30 16.1 7. U.S. Marshal (NTA) KstP-tv Fri. 10:30 ..103 
Mon. 7:30 .......- ener oo 83.9 9. "lew York Confidential (ITC) wrec-Tv 8. Harbor Command (Ziv) KsTP-Tv Tue, 10:30. 9 
11. Frontier (Victory Program Sales) Sat. 10 a8 = ; A ca 14.9 8. Ten-4 (Ziv) KsTP-Tv Thu. 10:30 ... — 
WisH-Tv Wed. 7 ......- . 2 noseeee 13 - 10. Looney Tunes (Guild) wmcr M-F 5 .. 14.3 9. Woody Woodpecker (Kellogg) weco-TV 
12. Bishop Sheen* (NTA) wisH-Tv Tue. 7:30 ..12.3 11. Ten-4* (Ziy) wor Tue. 9:30 ..........12.4 Wed. 5 ; 91 
13. Championship Bowling (Schwimmer) 12. Boots and Saddles (CNP) wrec-Tv Tue. 7 11.4 10. Mr. District Attorney (Economee) 
weam-rv Set. 12 .. =e ee ‘a4 13. Wild Bill Hickok (Kellogg) wMcr Wed. 5:30 11.1 KsTP-TV Wed. 11 sereeee OF 
14. Colonel Flack (CBS) wreMm-ty Thu. 16:30 10.5 14. Gray Ghost (CBS) wrec-rv Tue. 6:36 . 118 12. Bold Venture (Ziv) wron-tv Men. 9 . 
14. Annie Oakley (CBS) wrec-tv Sat. 6 11.0 1l. Target (Ziv) weco-Tv Wed. 10:30 : 4 


> FEATURE FILMS aay tiene aie 
a TOP FEATURE FILMS TOP FEATURE FILMS 












1. Late Show wisH-Tv Sat. 11:15-1:15 a.m. .. 9.6 1. Moyie Spectacular wTrcNn-Tv Sun. 10-12 mid. 93 
2. Late Show WISH-TV Fri, 11:15-12:45 a.m... 9.5 1, Late Show wHBq-Tv Fri. 9:45-11:15 - + -13.2 1. Movie Spectacular wrcn-Tv Mon, 10-11:45 . 95 
3. Wallace Beery Theatre wLw-1 Sat. 3-4:45 .. 7.3 2. Million Dollar Movie WHBQ-TV Sat. 12-1:45 10.2 2. Command Presentation weco-Tv Sun, 2-3:30 . 9 
4. Early Show wisu-T Tue. 5-6:30 ..... ee 2. Late Show wHeq-Tv Tue. 9:45-11:15 .....10.2 .. Mavi Mecctacsiar Wran-rv 

5. Early Show WISH-TV Mon. 5-6:30 : 5 5 3. Crown Performance WHBQ-TV Sun. 10-11:30 9.0 mia 0266-10-95 ime 8 

4. Late Show wuHeq-Tv Mon. 9:45-11:15 8.7 4. Movie Spectacular WTCN-TV Tue. 10-11:45 .- # 
— eae Sore TOP NETWORK SHOWS TOP NETWORK SHOWS 

1. Gunsmoke WISH-TV . ‘ ‘ 42.6 Se WHEY on oc 6 dscns ccesexces - - 45.9 1. Emmy Awards KSTP-TV 43 
2. I've Got a Secret WISH-TV F . - 42.0 2. Have Gun, Will Travel wrec-TVv ea ; 37.5 2. Gunsmoke wcco-TVv 35 
3. Wagon Train WFBM-TV 2 : deena BS. WSS Tee WHRR-EV 2. pwc cccccccs 3. I’ve Got a Secret weco-Tv 1 
4. The Beal McCoys WLW-I 4. Danny Thomas WREC-TV ............ 4. Garry Moore weco-Tv 

5. Father Knows Best wiIsH-TV 4. Ann Sothern WREC-TV .. ° 5. Wagon Train KsTP-TV 

;. Have Gun, Will Travel WiIsH-TVv 5. 77 Sunset Strip WHBQ-TV ....... oe on 6. Red Skelton weco-Tv 

7. The Rifleman WLW-I ........++- 6. The Real McCoys WHBQ-TV .... cosa 7. Danny Thomas weco-Ty 

8. Red Skelton WISH-TV ........ee0-005 7. Maverick WHBQ-TV ...... ‘ie er 8. The Rifleman wtcn-Tv 

9. Maverick WLW-I 7. I've Got a Secret WREC-TV . : votence 9. Cavaleade of Sports KsTP-Tv 

10. Danny Thomas WISH-TV os - . - 30.8 8. The Millionaire WREc-TV . ene . e 30.0 10. The Real MeCoys w7rcn-Tv 
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BUFFALO 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Target (Ziv) WBEN-TV Mon. 9:30 ........2 1 
Three Stooges (Screen Gems) worR-TV M-F 5 22.3 
Sea Hunt (Ziv) wkBw-Tv Fri. 10:30 ....21.4 
Walter Winchell File (NTA) wWkKBW-TV 
Bet, BODO ccccccdeckeetesceseusécccoce 19.6 
Mike Hammer (MCA) wGR-Tv Mon. 10:30 ..17.9 
Silent Service (CNP) WBEN-TV Sat. 10:30 ..17.4 
Huckleberry Hound (Kellogg) wGR-TV 
Tim. BBO cacccescocdsccscesessceess --16.7 
Woody Woodpecker (Kellogg) wor-Tv 
Te. BsB8 ccceccccvccvcesscccesenesses 16.2 
Official Detective* (Famous Films) 
WHOSE Wed. 20:80. co ccccsiesccvcecces 16.1 
26 Men (ABC) wer-Tv Thu. 10:30 ....... 15.8 
Bold Venture* (Ziv) wGR-TV Tue. 10:30 14.5 
Flight (CNP) wor-Tv Sat. 10:30 ........ 14.4 
Jeff’s Collie (ITC) wor-Tv Thu. 6 ....... 13.9 
3. African Patrol (Famous Films) wor-tTv Sat. 7 13.9 
Popeye (UAA) WBEN-TV Sat. 8:30 a.m. ....13.8 
TOP FEATURE FILMS 
Early Show WKBwW-TV Fri. 6-7:15 ......... 12.4 
Early Show wKBw-Tv Wed. 6-7:15 ........ 11.6 
First Run Playhouse WKBW-TV 
Gat. RE-EBBsGE GM. cnnccdtsccnccsaccecs 11.6 
Early Show WKBW-TV Mon. 6-7:15 ........ 11.1 
Early Show wKBw-tv Tue. 6-7:15 9.7 
TOP NETWORK SHOWS 
Gunsmoke WBEN-TV .....ccccceesess 41.4 
I've Got a Secret WBEN-TV ........ 39.2 
Desilu Playhouse WBEN-TV ..............38.5 
. Playhouse 90 WBEN-TV ...-..ccecccccceedled 
Wagon Train WGR-TV .........000000002 234.9 
Danny Thomas WBEN-TV .........0+0020+34.8 
What’s My Line* WBEN-TV .............. 34.5 
The Rifleman WKBW-TV ....... 34.0 
Red Skelton WBEN-TV ......cccccseesseedd6 
Zane Grey Theatre* WBEN-TV ............32.4 


OKLAHOMA CITY 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


State Trooper (MCA) wkKy-Tv Thu. 9 . 
Whirlybirds (CBS) Kwtv Tue. 9:30 “ek 
Sea Hunt* (Ziv) wKky-tTv Wed. 9:30 22.1 
Silent Service (CNP) Kwtv Sat. 9:30 21.6 
. U.S. Marshal (NTA) Kwtv Tue. 9 ........21.4 
Mike Hammer (MCA) WKyY-Tv Mon. 9 18.9 
Bold Venture (Ziv) wkKy-Tv Thu. 7 ...... 17.4 
Mackenzie’s Raiders (Ziv) WKY-TVv Sat. 9:30 16.9 
Sky King (Nabisco) wky-Tv Sat. 10:30 a.m. 13.8 


New York Confidential (ITC) Kwtv Sat. 8 ..12.9 
Jeft’s Collie (ITC) wky-Tv Sat. 6 
Rescue 8 (Screen Gems) WKY-Tv Sun. 5:30 12.6 
Woody Woodpecker (Kellogg) WKY-TV Thu. 5 11.7 


Colonel Flack* (CBS) wky-Tv Tue. 9:30 ..11.6 
SA 7 (MCA) kKoco-Tv Fri. 9:30 ......... 10.9 
TOP FEATURE FILMS 
Early Show KwTv Mon, 5-6 ........... 11.5 
Million Dollar Movie* KwTv Sun. 2:45-4 ..11.4 
Early Show KwTv Wed. 5-6 ..........00- 10.0 
Early Show KWTV Tue. 5-6 ........0000+s 8.6 
Early Show Kwtv Thu. 5-6 ..........- 8.2 


TOP NETWORK SHOWS 





Medien Denke WEEE vo dae ca suscowseses 43.7 
Gunsmoke KWTV 3 
Zane Grey Theatre* KWTV .........se0e0:: 36.0 
Se Wie BOE kn ci ccncnsededesaes 5.3 
Tennessee Ernie Ford WKY-TV 6 

- The Millionaire KWTV ........eeeeeees 3.8 
- What's My Eine” RWEU 2. vcccccccceccs 5 
eee Gees GWOP cio cacscccssasccenes 4 
Desilu Playhouse KEWTV ......ccccsceees 4 
4 


Have Gun, Will Travel KwTVv 
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- Flight (CNP) 


. Club 21 wpTa-Tv Sat. 
. Tv Hour of Stars wpTa-Tv Mon. 9:30-10:30 
- Million Dollar Movie WANE-TV 


. Red Skelton WAN®P-TV 


. The Real MeCoys 


. You Bet Your Life wksG-TVv 


. Silent Service 


. Rescue 8 
. Annie Oakley 


. Popeye 


Peas 


. Big Show wsar-tv Fri. 


FORT WAYNE 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Decoy (Official) wrtTa-tv Fri. 


. State Trooper (MCA) wrTa-TV Tue. 9:30 .. 
. Highway Patrol (Ziv) wWaNp-Tv Thu. 7 

. Jeff's Collie (ITC) WANE-TV Sat. 7 
. Mackenzie’s Raiders (Ziv) wksc-Tv Thu. 10 
. Sheriff of Cochise (Famous Films) 


WKJG-TV 
Mon, 9:30 


. San Francisco Beat (CBS) wane-tTv Fri. 7 
. Medic* 
10. 
11. 


(CNP) wksG-TVv Sun. 9:30 
U.S. Marshal (NTA) WANE-TV Mon. 7 
Science Fiction Theatre* (Economee) 
CR I.  Sacnn ccusatencieénencan 
U.S. Border Patrol* (CBS) wksG-Tv Wed. 10 
Silent Service (CNP) WKIG-TV Mon. 10 
Sea Hunt (Ziv) waNne-tTv Wed. 7 
New York Confidential (ITC) 
PR. GID a ccm seek ctasceekecseeensvess 


WANE-TYV 


TOP FEATURE FILMS 


. Big Western wrta-Tv Tue. 10-11:30 


Award Theatre WANB-TV Sat. 11-1:15 a.m. 
10:30-12 mid 


Fri. 11-12:45 a.m. 


TOP NETWORK SHOWS 


Gunsmoke WANBE-TV 
Danny Thomas WANE-TV 


Have Gun, Will Travel WANE-TV 

77 Sunset Strip wrTa-tv 
Father Knows Best* WANE-TV 
WPTA-TV 
a Secret WANE-TV 


I've Got 


The Rifleman wpTa-tTv 


PROVIDENCE 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


(CNP) wsar-Tv Wed. 7 
Death Valley Days (U.S. Borax) WJAR-TV 
BO. FT cccncncecaccsaenonsseegaseae 
(Screen Gems) wWJAR-TV Tue. 7 
(CBS) wsar-Tv Fri. 6:30 
U.S. Marshal (NTA) werRo-Tv Sat. 10:30 
Huckleberry Hound (Kellogg) wrro-tv Thu. 5 
(UAA) WPRO-TV Sat. 8 a.m 
Sea Hunt* (Ziv) wpro-Tv Sat. 7 ........ 
Life of Riley* (CNP) wrro-tv Tue. 8 


U.S. Border Patrol (CBS) wpro-tTv Thu. 7 
. 26 Men (ABC) wsar-Tv Sun. 7 ...... ee 
Sky King (Nabisco) wsar-tv Thu. 6:30 
Highway Patrol* (Ziv) wsaRn-Tv Tue. 10:30 
. Whirlybirds (CBS) wrpro-tv Tue, 7 
Superman (Kellogg) wrro-Tv Mon. 5 


TOP FEATURE FILMS 


11:15-1 a.m. 


Early Show wJaR-Tv Wed. 5-6:15 ........ 

Early Show wsar-Tv Mon. 5-6:15 ........ 

Early Show wyarR-Tv Thu. 5-6:15 ........ 
. Big Show wsarR-Tv Sat. 10:45-2 a.m. 


TOP NETWORK SHOWS 
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- Wagon Train WIAR-EV 2... ccccccccncccces 42.2 
a fC . BPrrrrrrrritre rer 40.6 

The Price Is Right wJsaR-TVv 40.5 
- M Squad WIAB-TV .....ccccceees 36.8 
. Perry Mason WPRO-TV .......-seececeees 36.6 
$. Alfred Hitehcock Presents* WPRO-TV ......35.8 
. G.E. Theatre* WPRO-TV .........+0+-: .34.9 
. Ed Sullivan WPRO-TV ........eeeeeeeeees 33.9 
. To Tell the Truth WPRO-TV ............++- 33.5 

I've Got a Secret WPRO-TV ........--405- 32.0 


ARB City-By-City Ratings May, 1959 


FRESNO 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


a4 4 & 


1. Sea Hunt* (Ziv) Kree-tTv Sat. 7 
2. Popeye (UAA) KFRE-TV Sat. 8:30 a.m 
3. Huckleberry Hound (Kellogg) KsB0 Wed. 6 
4. Highway Patrol (Ziv) KMs-tTv Thu. 7 
5. Mike Hammer* (MCA) KrRe-Tv Sat. 10:30 
6. Rescue 8 (Screen Gems) KJEO Wed. 6:30 
7. Man Without a Gun (NTA) KyEo Sun. 6:30 
7. Casey Jones (Sereen Gems) KsBO Thu. 6:30 
8. Bold Venture* (Ziv) KrRE-Tv Mon. 7 
9. Woody Woodpecker (Kellogg) K7BO Mon. 6 
10. Colonel Flack (CBS) KzEB0 Tue. 7 
10. Sky King (Nabisco) Kyz0 Thu. 6 . 
11. Official Detective (Famous Films) ks£0 
Wn, THM. 80 .cccsccccceccccss escs 
12. Death Valley Days (U.S. Borax) Krae-Tv 
Wek, GO ieccscceee 5 aah a . 
13. Burns and Allen (Screen Gems) KMJ-TV 
BORD 24 ssacdechncauhs cnn cuaceses 
TOP FEATURE FILMS 
1. Early Movie KMJ-TV Sun. 5:30-7:30 
2. Academy Award Theatre KyEB0 Sun. 5-6:30 
3. Request Movie KyEo Fri. 6-7:30 
4. Movie of the Week Kyo Fri. 10:45-1 a.m 
5. Big Movie KyB0 Sat. 6-7:15 
TOP NETWORK SHOWS 
1. 77 Sunset Strip KyBo .. 
2. Perry Mason* KFRE-TY 
3. Wagon Train KMJ-TV 
4. The Rifleman KJEO ..... 
5. Cavaleade of Sports KmJ-TVv 
6. Gunsmoke* KFRB-TV ............. 
7. Wyatt Earp KJEO ees 
8. Father Knows Best* Krre-tv 
9. Zane Grey Theatre* KrRe-Tv 
10. The Real MeCoys KsBo 
~ ay r = —- . 
SCRANTON-WILKES-BARRE 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1. Mike Hammer (MCA) wpav-Tv Sat. 10:30 
2. Sea Hunt (Ziy) weee-tTv Thu. 7 
3. Sky King (Nabisco) wNep-tv Sun. 6 
4. Huckleberry Hound (Kellogg) WNeEP-TV 
am. BIS .< 09> ‘har 
5. 26 Men (ABC) wNep-Tv Sun. 6:30 
6. Three Stooges (Screen Gems) WNEP-Tv 
M-F 5:30 tes ° cove 
7. Bold Venture* (Ziv) weRe-TV Tue. 10:30 
8. Jet Jackson (Screen Gems) WDAU-TY 
Sat. 9 a.m ° . ° 
9. Mackenzie’s Raiders (Ziv) were-tTv Wed. 7 
9. Dial 999° (Ziv) weRre-Tv Wed. 10:30 
10. Life of Riley (CNP) wNep-tv M-F 6 
11. Highway Patrol (Ziv) were-tv Fri. 7:30 
12. SA 7 (MCA) wopav-tv Thu. 7:30 
13. Medic (CNP) were-Tv Mon. 10:30 
13. State Trooper (MCA) wsBre-tv Fri. 7 
TOP FEATURE FILMS 
1. Roy Rogers Feature wpavu-Tv Sat. 8-9 a.m 
2. Big Movie wNer-tTy Sat. 10:30-12:45 a.m 
3. Million Dollar Movie wpav-TVv 
Sat. 11:30-2 a.m . 
4. Big Movie wWNepP-Tv Thu. 11:30-1:30 a.m 


. Gunsmoke 
. The Real McCoys WNEP-TV 


ee ee 


Seo: 


Big Movie WNEP-TV Tue. 11:30-1:15 a.m 


TOP NETWORK SHOWS 


. Red Skelton WDAU-TV .... 
. Danny Thomas wDAv-TV 


Wagon Train WBERE-TV 
WDAU-TV 


Desilu Playhouse WDAU-TV 
Maverick WNEP-TV 


. Ann Sothern wWDAU-TV 
. I've Got a Secret WDAU-TV ... 
. The Rifleman 


WNEP-TV 
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Green Bay Channel 
delivers 


BEST COST PER 


LION 


see Headley-Reed 





Soren H. Munkhof, Gen. Mgr. 
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across the country. Filmed minutes in very 
light frequencies are used. Media supervisor 
Gus Pfleger is the contact. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N. Y.) 


Continuing the activity noted here May 18, 
DUNCAN HINES mixes are picking up 
additional markets for day and night 
minutes. Placements are for the contract 
year in most instances. Joe Burbeck and 
Doug McMullan are the buying contacts. 


PROCTER & GAMBLE CO. 


(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


With the beginning of a new fiscal year, 
July 1 was the starting date for place- 
ments of nighttime minutes in major 
markets for DREFT. The schedules are 
for the customary 52 weeks. Lynn Salzberg 
is the timebuyer. 


PROCTER & GAMBLE CO. 
(Tatham-Laird, Inc., Chicago) 


It was reported that the first full-scale 
national spot campaign on MR. CLEAN 
would kick off about issue date with day 
and night minutes in all major markets. 
However, later word has it that all spot 
placements have been canceled, as the 
product intends to go network. Possibly 
some spot in selected areas might still be 
used for additional push. Ron Stack is 
the buying contact. 


RALSTON PURINA CO. 
(Gardner Adv. Co., St. Louis) 

The agency is reportedly checking avail- 
abilities in scattered farm markets for 
13-week placements on its chicken and 
pig feeds. The schedules of afternoon and 
evening minutes would start late in July. 
Pat Schinzing is the timebuyer. 


READER’S DIGEST 
(Schwab & Beatty, Inc., N. Y.) 


As it does infrequently, this organization 
is hitting secondary markets across the 
country to promote its subscription and 
book-club offers. ID’s in day and night 
slots are used in one-week campaigns, with 
frequencies fairly heavy. Tv-radio director 
George Perkins is the contact. 


RELAXICIZOR SALES CORP. 


(Wm. Warren, Jackson & Delaney, 


NM. 

This is a long-range prospect for some spot 
action, but the body-developing RE- 
LAXICIZOR used video some years ago 
with some five-minute commercial films. 
It's currently shopping for an animation 
spot that can show the unique muscle- 
toning action, and if it finds the proper 
technique, it will be back in the medium 
with minutes. Tv director Steve Jackson 
is the contact. 













Rep Report 


Cornelius Pugh Jr. joined the ty 
sales staff of the George P. Holling. 
bery Co., having spent two-and-a-half 
years as a broadcast time salesman 
and a lesser period as a sales analyst. 

In a major expansion move, H, 
Leslie Atlass Jr. was added to the staff 
of Headley-Reed Co. to head the pro- 
gram-development department. Mr, 
Atlass served previously as director 
of programming for WIND radio Chi- 
cago during an eight-year period in 
which the station moved from fifth to 
first place in ratings. Working out of 





MR. ATLASS 


the representative's Chicago office, 
Mr. Atlass will furnish programming 
aid tailored to individual market 
needs. 

David A. Harris, formerly with 
waBc-Tv New York joined the Meeker 
Co. as an account executive. He pre- 
viously was with H-R Representatives 
and with Ruthrauff & Ryan, Inc., asa 
timebuyer. 

Filling a newly created position, 
William Crumley was appointed di- 
rector of marketing and research at 
Weed Representative Co. Mr. Crum- 
ley entered the broadcasting field in 
1951 with The Pulse, Inc., later serv- 
ing as research director for a trade 
publication and Young Ty Corp. 

Robert J. Somerville joined Peters, 
Griffin, Woodward, Inc., as an account 
executive in the firm’s San Francisco 
office. He has been with KNTV San 
Jose for the past four years. 





RENWAL TOY CORP. 
(Harold J. Siesel Co., N. Y.) 


This firm used some spot several years ago, 
but has been out of the medium since. It 
has a new MOSAIC TILE KIT which it 
plans to test shortly in a few markets, 
building to the top 20 if results are good. 
Filmed minutes would go in day and 
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William A. Murphy, who has served 
as media director for Whitehall Lab- 
oratories, joined W. B. Doner & Co., 
Baltimore, in that capacity. 





evening slots to reach adults, primarily 
housewives who would use the hobby item. 
Elin Corey, media director, is the contact. 





PROOF! 


MIDLAND - ODESSA 
Market in “‘Oil-Rich’’ West Texas 
is a Blue chip market. 


CSI PER HSLD RANK 


IN U.S.A. 
MIDLAND — 6th 
ODESSA—10th 


IN TEXAS 
MIDLAND — ist 
ODESSA — 2nd 








anel | 
















enard, Rintoul & McConnell, Inc. 
South—Clarke Brown Company 


That's Why 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 
like 
WIBW-TV 
SATURATES TOPEKA 











In Area (Telepulse) 
In Topeka (Nov. ‘58 ARB) 


HELENA RUBENSTEIN, INC. 


(Ogilvy, Benson & Mather, Inc., 
N. Y.) 


Activity has begun on the fall buying for 
this cosmetics firm, with the company 
reporting its budget is up somewhat over 
last year’s. Schedules of filmed minutes 
should go in the top 30-or-so markets in 
September for an initial 13 weeks. Media 
supervisor Ann Janowicz and timebuyer 
Maxine Cohn are the contacts. 


SCOTT PAPER CO. 
(J. Walter Thompson Co., Inc., N. Y.) 


A brief campaign on CUT-RITE waxed 
paper was reported as getting under way 
in major markets late last month, with day 








James R. Osborn, an account exec- 
utive with wcss-tv New York, has 
been appointed to the post of com- 
mercial of Kxtv Sacra- 
mento, it has been announced by vice 


manager 


president and general manager Rich- 
ard P. Hogue. Before coming to 
wess-Ttv Mr. Osborn 
sales manager of wxix Milwaukee. 


was general 


KxTV is a Corinthian station. 


ALL DAY ...ANY DAY survey-proved WIBW-TV 





and evening 20's and ID's used. Paul 
Bures and Marie Barbato are the buying 
contacts. 


SELCHOW & RIGHTER CO. 
(Lester Harrison, Inc., N. Y.) 


The maker of SELRIGHT games—Parchesi, 
etc.—plans a fall spot campaign in about 
21 markets, with films currently in 
production. The agency reports the adult- 
angled games mean it will not be using 
kid shows, and consequently won't have 
to start early in September with its 
schedule to get choice avails. Jeff Herman 
is the timebuyer. 


SHELL OIL CO. 
(J. Walter Thompson Co., Inc., N. Y.) 


This company, which has concentrated 
primarily on its news programs in recent 
years, is reportedly hitting a few top 
markets with about six weeks of summer- 
driving 20-second spots. The start is about 











STATION NETWORK 
and PERSONAL 
REPRESENTATIVE 


Clisalelh M 


KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
WIMA-TV, Lima, Ohio 


WPEN-TV, Traverse City, 
Mich. 






235 East 46th St.. New York 17, N. Y. 
Plaza 5-4262 








TOPS ALL COMPETITION 


@ WIBW-TV is the ONLY station in Topeka—the 2nd largest market in Kansas; 
@ Serves 38 rich rural and urban counties (Telepulse) with 349,300 set count; 


Share of Audience 


7:45 a.m.—12 N. 


57.0% 
33.9% 


12 N.—6:00 p.m 6 p.m.—Mid 
50.3% 51.1% 
42.5% 38.0% 


e From sign-on to sign-off WIBW-TV has practically TWICE the audience of either the 
second or third station that can be seen in metropolitan Topeka; (Nov. ‘58 ARB) 
e In the top 15 Once-A-Week Shows, WIBW-TV had an average rating of 37.69%. 


WIBW.-TV...CBS, NBC, ABC...Channel 13... TOPEKA, KANSAS 


REPRESENTED BY AVERY-KNODEL, INC. 
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issue date, with the films to go in prime 
night slots. Mike LaTerre is the buying 
contact. 


STERLING DRUG, INC. 
(Dancer-F itzgerald-Sample, Inc., 
NZ 


With HALEY’S M-O having returned to 
spot early this year as a supplement to 
its network schedules, the product is 
reportedly adding about eight markets to 
the 20 it’s been using. Filmed minutes are 
set in daytime slots. Ron Bobic is the 
timebuyer. 


Maurice Corken, assistant general 
WHBF and WHEBF-TV says: 


WHBEF adheres to 
its published rates, 
assures advertisers of 
equal, fair treatment 


manager 





of 


STRONG & PRODUCTIVE FROM DEEP ROOTS 





STORIES THAT 
SHOCK A NATION 
TAKEN FROM THE 
FRONT PAGES OF 
LEADING 
NEWSPAPERS! 
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221 West 57th Street, N.Y. 





Formerly vice president of Geyer, 
Morey, Madden & Ballard, Inc., David 
Hale Halpern resigned to open a com- 
pany bearing his name and specializ- 
ing in marketing and the tv-radio 
fields. Mr. Halpern will work with sta- 
tion owners to improve their station 
and corporate images. 





TEXAS STATE OPTICAL CO. 
(EWRE&R, Houston) 


As it did last year at this time, this chain 
of optical houses has set alternate-weeks 
of syndicated half-hour shows in Dallas, 
Houston, Ft. Worth, Beaumont, Wichita 

Falls, Corpus Christi, San Antonio, Waco- 
Temple, Austin and a couple of other 

markets in the country’s second largest 


state. Bold Venture, Lock-Up and Deadline 
were bought market-by-market to suit audi- 


ence composition and taste. The buys are 
for 52 weeks. Mary Kay Mansell is the 
buying contact. 


THAYER LABS., Div. Revlon, 
Inc. 

(KHCC&A, N. Y.) 

A new cold-remedy tablet from this firm, 
SPECTRAN-B, did some initial testing 
last year and reportedly will enter a goodly 
number of markets this fall. Minute films 
in primarily night times will run, kicking 
off in September for an initial 13 weeks: 
Beryl Seidenberg is the timebuyer. 





SU Ve 
PAUL STEWART 


DISTRIBUTED BY FLAMINGO TELEFILM SALES, INC. 





JUdson 6-7040 





TONI CO., DIV. GILLETTE Co. 
(North Adv., Inc., Chicago) 


Beginning this month, TONI permanent 
schedules in the top 40 markets are being 
hypoed, with other markets continuing to 
be used. Filmed daytime and evening 
minutes are running. Media buyer 
Elaine Pappas is the contact. 


VARI-KROM, INC. 
(Ovesey & Straus, Inc., N. Y.) 


The campaign for this spatter-paint 
reported here April 20 ran in a total list 
of four markets—New York, Chicago, New 
Orleans and Rochester—and the results 
are reported as very satisfactory. Additional 
action this fall looks certain. Day and 
night filmed minutes were used. David 
Straus III and Margaret O’Dea are the 
buying contacts. 


WINSTON SALES CO. 
(Mohr & Eicoff, Inc., Chicago) 


Lengthy “program” spots for the WINSTON 
FISHING KIT are continuing well into the 
summer on some 260 stations across the 
country. Emphasis is on the Fresno and 
Pittsburgh areas. Evening and week-end 
time slots are preferred, with adjacencies 
to sports shows getting top priority. A 10 
minute film features seven minutes of 
fishing tips, then a three-minute sell. A 
three-minute film also is used. The cam- 
paign is aimed at selling fishing equipment 
past the usual July 4 tapering-off point. 
Timebuyers are Roy MacLean, Marlene 
Smith, Mel Smith and Joel Winer. 





Rate Changes 


Network changes in basic hour- 
ly rates announced recently in- 
clude: 

ABC-TV has increased KONO- 
Tv San Antonio from $700 to 
$750. 

CBS-TV has increased KNAC- 
TV Fort Smith $150 to 
$175, WANE-TV Fort Wayne from 
$500 to $525, weny-Tv Water- 
town from $225 to $250, WDBO-TV 
from $500 to $525, 
WJHL-TV Johnson City from $350 
to $375, ws1M-Tv Lansing from 
$800 to $850 and wrtoc-tv Sa- 
vannah from $275 to $300. 

NBC-TV has increased KFBC- 
tv Cheyenne from $150 to $175, 
KXLF-TV Butte from $150 to 
$200, wJsF-Ttv Augusta from 
$400 to $475 and wrcv-tTv Phila- 
delphia from $3,500 to $3,700. 


from 


Orlando 
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CODE CRACKDOWN. The National 
Association of Broadcasters means 
business in its campaign to war on 
stations which knowingly or even un- 
wittingly violate its tv code. Most re- 
cent action in that respect has been 
the tv board’s approval of the code 
review board’s removal of its seal 
from 13 subscribers. 

As a further indication of the seri- 
ousness of the campaign, another 17 
stations resigned from the code or- 
ganization. Some 21 stations have had 
their seals removed, nearly all of them 
because of their refusal to stop carry- 
ing commercials for Preparation H, 
an anti-hemorrhoid compound. 

The code review board considered 
the commercials, to say nothing of 
the product, objectionable, and is tak- 
ing a long look at another depilatory 
commercial on the same basis. As of 
June 18, the code claimed 270 sub- 
scribers, out of a total of 521 com- 
mercial stations on the air. Two sta- 
tions subscribed during the March- 
June quarter. 

In defense of the code review 
board’s action, code chairman Donald 
McGannon of Westinghouse Broad- 
casting Co. cited the fact that 222 
subscriber stations have never car- 
ried the commercials for Preparation 
H or any other hemorrhoid remedy, 
84 had carried them at some time or 
other. Besides, he said, three succes- 
sive code boards and three tv boards 
of NAB had reaffirmed the policy 


with respect to hemorrhoids. 


MAJOR REVIEW. The code board 
has started an extensive review of all 
advertising practices on tv through a 
special committee headed by E. K. 
Hartenbower of KCMO-TV Kansas 
City. The committee will contact the 
American Association of Advertising 
Agencies, networks and individual ad- 
vertisers as the first step in redefin- 
ing what should and should not be 
permitted in tv commercials. 

Gaines Kelley of wrmMy-Tv Greens- 
boro, N. C., and Mr. McGannon serve 
with Mr. Hartenbower on the sub- 
agree that rapid 


committee. All 


Washington Memo 


changes in public taste and the swift 
spread and acceptance of commercial 
tv make a full-scale review of the sub- 
ject mandatory. 

Last April the code board greatly 
stepped up the pace of its monitor- 
ing program, now checks at the rate 
of 110,000 station hours per year, 
Mr. McGannon disclosed. The actual 
monitoring is handled by Broadcast 
Advertising Reports. 

It all adds up to a get-tough policy 
by NAB and its code review board— 
not only after objectionable commer- 
cials get on the air but also in screen- 
ing out undesirable commercials still 
in the production stages. Mr. McGan- 
non emphasizes that the chief value 
of the code lies in its voluntary com- 
pliance; no station, he points out, is 
compelled to join, but once it joins it 
is expected to follow the provisions of 
the code. 

* 7 * 

FCC REVIEW Il. A continuation of 
the debate on the fundamental prob- 
lem in broadcasting—how to stream- 
line and improve functions and ac- 
tivities of the Federal Communica- 
tions Commission as a_ regulatory 
agency—was held before the House 
Legislative Oversight Subcommittee. 
It was Round 2 in the massive con- 
troversy touched off by disclosures of 
scandals and irregularities within the 
FCC by the same subcommittee. 

FCC chairman John C. Doerfer de- 
voted a large part of his testimony to 
defense of his long-held view that 
there should be no blanket restriction 
on ex parte, or off-the-record, con- 
tacts between the commissioners and 
industry. He pointed out that only in 
comparative hearings should all con- 
tacts be banned, added that FCC 
members depend on frequent contacts 
with broadcasters to keep abreast of 
developments in the industry they are 
required to regulate. 

Mr. Doerfer’s view gained consid- 
erable support among the other 15 
members of the panel, but subcom- 
mittee chairman Oren Harris (D- 
Ark.), a consistent critic of the FCC, 
said the commission hadn’t been over- 


ly helpful when Congress sought its 
help in eliminating 
dling. Neither, he added, had the 


broadcasting industry when its help 


influence-ped- 


was solicited in drafting legislation. 

Chief hearing examiner James Cun- 
ningham urged Congress to upgrade 
the role of the hearing examiners, 
saying their rulings should not be 
subject to review by the commission- 
ers except under extraordinary cir- 
cumstances. When such reviews are 
made routinely, the role and dignity 
of the hearing examiners generally 
are demeaned, Mr. Cunningham said~ 


ON THE RECORD. Washington conr- 
munications attorney William Koplo- 
vitz urged that all contacts in rule- 
making procedures be kept on the 
record, and CBS Washington vice 
president Joseph Ream agreed, say- 
ing that as far as possible courtroom 
procedures should be kept out of rule- 
making proceedings. 

The thorny question is whether 
legislation is required to help. the 
commission in its contacts with the 
broadcasting industry. Most panelists 
agreed that such laws would be help- 
ful in general, but Robert Swezey of 
wosu-Tv New Orleans objected to the 
laws introduced thus far as not ac- 
complishing that objective. 

Despite all the recommendations 
for changes in the FCC’s procedures, 
it’s obvious that the tv industry gen- 


(Continued on page 74) 
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Tobacco (Continued from page 27) 


R. J. Reynolds has purchased the 
identical number of shows it had on 
the air last season (nine) and will 
be sponsoring the same amount of 
time (two hours and 30 minutes 
per week). But the programs are 
entirely different this year. Dropped 
are such shows as ABC-TV’s Any- 
body Can Play, NBC-TV’s The Bob 
Cummings Show and People Are 
Funny and CBS-TV’s Phil Silvers 
Show. 


investments the company made last 


In fact, of the nine program 


year, only three were action-adven- 
ture or western types. This year 
seven of the nine programs fall 
into those categories. 

American Tobacco Co. to date has 
invested in four network programs, 
as compared to six program sponsor- 
ships last season. However, in terms 
of time on the air, the company is 
just 15 minutes a week behind last 
season (one hour and 30 minutes per 
week last year, one hour and 15 
It has dropped 


minutes at present). 
































The only clear picture in the 
Eugene-Springfield-Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
(Portland-Seattle) covers both 
stations. 


KVAL-TV Eugene i m 3 
NBC Affiliate Channel 
KPIC-TV Roseburg * Channel 4 


atellite 
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buys. 


ABC-TV: 


Fridays, 10:30-11 p.m. 


CBS-TV: 


Saturdays, 10-10:30 p.m. 


Thursdays, 8:30-9 p.m. 
NBC.TY : 


Challenge, Saturdays, 8:30-9 p.m. 





Tobacco-Sponsored Programs 
The following is a breakdown by network of tobacco-sponsored pro- 
grams which will be presented next season. 


Brown & Williamson: Philip Marlowe, Tuesdays, 9:30-10 pm,; 
Wednesday Night Fights, Wednesdays, 10 p.m. until conclusion. 

Liggett & Myers: The Rebel, Sundays, 9-9:30 p.m.; The Alaskans, Sun- 
days, 9:30-10:30 p.m.; Adventures in Paradise, Mondays, 9:30-10:30 
p-m.; The Untouchables, Thursdays, 9:30-10:30 p.m.; Black Saddle. 


R. J. Reynolds: Lawman, Sundays, 8:30-9 p.m.; Man From Black 
Hawk, Fridays, 8:30-9 p.m.; 77 Sunset Strip, Fridays, 9-10 p.m. 

P. Lorillard & Co.: Bourbon Street Beat, Mondays, 8:30-9:30 p.m; 
World of Talent, Wednesdays, 8-8:30 p.m. 


Brown & Williamson: The Texan, Mondays, 8-8:30 p.m.; Wanted— 
Dead or Alive, Saturdays, 8:30-9 p.m. 

Philip Morris, Inc.: The Line-up, Wednesdays, 7:30-8:30 p.m.; The 
Adventures of Dobie Gillis, Tuesdays, 8:30-9 p.m.; Rawhide, Fridays, 
7:30-8:30 p.m.; Perry Mason, Saturdays, 7:30-8:30 p.m. 

Liggett & Myers: Hotel de Paree, Fridays, 8:30-9 p.m.; Gunsmoke, 


R. J. Reynolds: I’ve Got a Secret, Wednesdays, 9:30-10 p.m.; Play- 
house 90, Thursdays, 9:30-11 p.m. 


American Tobacco Co.: Space, Wednesdays, 8:30-9 p.m. 
P. Lorillard & Co.: Hennessy, Mondays, 10-10:30 p.m.; Johnny Ringo, 


Philip Morris, Inc.: Loretta Young Presents, Sundays, 10-10:30 p.m.; 
The Troubleshooters, Fridays, 8-8:30 p.m. 

Liggett & Myers: The Deputy, Saturdays, 9-9:30 p.m. 

R. J. Reynolds: Wagon Train, Wednesdays, 7:30-8:30 p.m.; Peter 
Gunn, Mondays, 9-9:30 p.m.; Johnny Staccato, Thursdays, 8:30-9 p.m.; 


American Tobacco Co.: Wells Fargo, Mondays, 8:30-9 p.m.; Bachelor 
Father, Thursdays, 9-9:30 p.m.; M Squad, Fridays, 9:30-10 p.m. 
P. Lorillard & Co.: The Arthur Murray Party, Tuesdays, 9-9:30 p.m. 


Many are alternate-week 














CBS-TV’s The Jack Benny Show and 
Your Hit Parade, to confirm the 
trend toward he-man programming. 
Three of the company’s four entries 
this fall are of this type. 

P. Lorillard & Co. has invested in 
five programs, three of which are 
action-adventure or westerns. Last 
year, with six program investments, 
only one was a western. It has 
dropped CBS-TV’s Person to Person 
and $64,000 Question (this wasn’t a 
marketing decision), as well as 


ABC-TV’s John Daly and the News. 


Hverenenensanneneniinn 





Four of Lorillard’s five network er 
tries this fall are new programs. In 
terms of sponsored time, the com 
pany is 15 minutes a week behind 
last year, when it purchased two 
hours per week. 

Brown & Williamson has been mort 
consistent in its advertising policies 
The com 
pany is sponsoring four network 


than has its competition. 


shows this season (as against four 
last season) and one hour and bb 
minutes a week (as against one hour 

(Continued on page 66) 
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TAFT STOCK OFFER. One of the 
nation’s 10 largest independent radio 
and television broadcasting organiza- 
tions will be moving into the field of 
public ownership early this month 
when 483,322 shares of Taft Broad- 
casting Co. common stock are offered 
to the public by Harriman Ripley & 
Co., the first time any Taft shares have 
moved into ownership outside of the 
Taft-Ingalls family group. 

Taft Broadcasting, headquartered 
in Cincinnati, owns and operates 
wBRC-AM-TV Birmingham, WKRC- 
am-Tv Cincinnati, WTVN-AM-TV Co- 
lumbus and wkyT Lexington. It also 
has a 30-per-cent interest in a com- 
pany which operates WBIR-AM-TV 
Knoxville. Taft also owns three fm 
stations and has a construction permit 
for a fourth. 

The Taft company started with the 
purchase of wKrc from CBS by the 
Cincinnati Times-Star Co. in 1939. 
The Times-Star is the newspaper that 
was formerly controlled by the Taft 
family and last year sold to Scripps- 
Howard and merged with the Cincin- 
nati Post. The same family has pro- 
duced one President, one Chief Justice 
of the Supreme Court, one Senator, 
one Ambassador and a score of other 
noted public servants of the U. S. Gov- 
ernment. 

Later the newspaper started its fm 
radio station. In 1949 both stations 
were organized into a separate cor- 
poration, and in the same year the 
new corporation, called Radio Cin- 
cinnati, started a tv station. It was 
this company which, after adding new 
units in the past few years, had its 
name changed to the present Taft 
Broadcasting Co. 


PROFIT CLIMB. A schedule of pro 
forma balance sheets for 10 years— 
of which only the last five years are 
audited—shows that the earnings have 
climbed steadily if unspectacularly 
from a loss in 1950 to a 10-cents-per- 
share profit in 1951, to 20 cents in 
1954, 51 cents in 1957 and 78 cents 
per share on the 1,449,972 shares out- 
standing in the fiscal year ending 


Wall Street Report 


March 31, 1959. In the same period 
the company net revenue rose from 
$1,064,509 to $8,972,501. 

The company declared dividends 
of four cents per share from 1952 to 
1955 and then jumped it to 11 cents 
annually in 1956, to 26 cents annually 
in 1957 and to 45 cents in 1958 and 
1959. In the present 1960 fiscal year 
the board has declared an initial 10- 
cents-per-share quarterly dividend and 
a stock dividend to be distributed 
March 1, 1960. 

The board also has indicated its 
intention of continuing to pay quar- 
terly cash dividends and to supple- 
ment those cash payments with stock 
dividends for the next several years, 
presuming of course that business con- 
ditions warrant such payments and 
keeping in mind a bank-loan agree- 
ment that bars any dividends if re- 
tained earnings drop below $2.4 mil- 
lion plus the amount of annual amor- 
tization required by outstanding 
loans. However, as of March 31 the 
company’s retained earnings were 
$1.5 million in excess of this require- 
ment. 


STOCK BREAKDOWN. The shares 
sold to the public represent 33 per 
cent of the outstanding shares and 
represent the holdings of various 
members of the Taft family. When the 
sale is concluded, the family will still 
hold 966,650 shares of the total 1.4 
million originally issued. The remain- 
ing shares will be under control of a 
voting agreement between various 
members of the Taft and Ingalls fam- 
ilies. This is being done with the aim 
of assuring the continuity of the pres- 
ent management for at least a 10-year 
period. 

A breakdown of the company’s rev- 
enue and operating profit runs as fol- 
lows: 

Net Revenue 


Tv Radio 
1955: $2,812,656 $ 948,765 
1956: 3,556,552 1,139,208 
1957: 3,991,123 1,175,103 
1958: 5,986,656 1,886,344 
1959: 6,980,769 1,991,732 





















































Operating Profit before 
Depreciation and Amortization 


Tv Radio 
1955: $ 789,260 $184,415 
1956: 1,267,005 252,036 
1957: 1,515,334 277,632 
1958: 2,525,360 616,451 
1959: 2,929,796 541,021 


The Cincinnati and Birmingham tv 
stations contributed the greater por- 
tion of the tv profit, and the Cincin- 
nati and Columbus radio stations con- 
tributed the greater portion of the 
radio broadcasting profit. The Lexing- 
ton station, most recently acquired, 
actually suffered an operating loss. 

All the tv stations except WTVN-TV 
are CBS affiliates, and in the past year 
the revenue from the networks repre- 
sented about 25 per cent of the total 
net of the Taft group. National spot 
advertising accounted for approxi- 
mately 43 per cent of the tv net rev- 
enue, local advertising for some 32 
per cent of the company’s net rev- 
enue. As of May 1, 1959, Taft in- 
creased its national spot and local 
rates by amounts ranging up to 25 per 
cent. Three tv stations in the Taft 
group are equipped to transmit color 
programs, but the management indi- 
cates it has no present plans to add 
color equipment to the other two sta- 


tions. 
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Tobacco (Continued from page 64) 


and 15 minutes a week last season). 
All of the programs this year seem 
to be primarily of interest to men, as 
they were last year. B&W has made 
only one change, dropping ABC-TV’s 
Naked City for the same network’s 
Philip Marlowe. In the 1958-’59 
season, two of the programs were on 
ABC-TV and two on CBS-TV; the 


same balance holds true this season. 


PM Schedule Up 


Philip Morris has stepped up its 
network investments considerably. It 
had only two shows on the air last fall 
for a total of 25 minutes per week of 
sponsored time, whereas this season 
it has invested in six programs for a 
total of one hour and 25 minutes 
per week. However, only two of 
these, CBS-TV’s The Adventures of 
Dobie Gillis and NBC-TV’s The 
Troubleshooters, are new programs. 
Four of those six programs are action 


shows. The company will continue 





CHECK Vand 
DOUBLE CHECK Y, 


WTHI-TV offers the 
lowest cost per thousand 
of all Indiana TV 
stations! 


One hundred and eleven 
national and regional 

spot advertisers know that 
the Terre Haute market is 
not covered effectively 

by outside TV. 


WTHI-TV 


sidered 


Larry Marks has been named direc- 
tor of advertising for WNTA-TV-AM-FM 
New York, it has been announced by 
Malcolm Klein, vice president and 
general manager of the stations. Mr. 
Marks was formerly associate adver- 
tising director of Diner’s Club Maga- 
zine and before that was account su- 
pervisor with the Daniel & Charles 
agency. 





with CBS-TV’s Perry Mason but has 
dropped the same network’s To Tell 
the Truth. 

Liggett & Myers has also increased 
its investments in network program- 
ming. The company will have eight 
shows on the air this fall and every 
one of them seems to appeal pri- 
marily to the male viewer. Last year 
six programs were purchased, and 
only three of them could be con- 
Dismissed 


action shows. 


| from the company’s thinking were 
| such shows as NBC-TV’s Brains and 
| Brawn, The Eddie Fisher Show and 


The Ed Wynn Show. Of all tobacco 
firms, Liggett & Myers can be said 
to have gambled the most: six of 


| the eight programs it will sponsor 


A com- 
parison of time purchased: last year, 


are brand new to television. 


two hours per week; next season, two 


| hours and 25 minutes per week. 


IcHANNEL IO- ces—asc | 


TERRE 
HAUTE 


INDIANA 


Nationally 
Co. 
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It can be seen from the above that 
literally millions of dollars are riding 
either on established properties which 
must prove themselves all over again 
in the next season or on new pro- 
grams which must get established. 
(See box on page 64 for complete 


| list of tobacco-sponsored programs 
| which will be presented this fall.) 


Either way, it’s obvious that tobacco 
companies are convinced that net- 


| work television can sell cigarettes. 


How will your message 
through in those farawa 
beyond the suburbs? 
tower is a sure road to 
Pre-testing becomes mo 
more vital as costs grow, 


And film makes pr : 
easy ...lets you use in 
audiences where and 
want. . . lets you test # 
heart's content. . . econot 


Actually, film does thr e 
for you... 3 big important! 
1. Gives you the hig 
commercials you've 6 
expect... fluff-free.. 


. Gives you covera 
full pre-test opport 


. Retains residual value 


For more information write: | 
Motion Picture Film Depart 
EASTMAN KODAK COMB 
Rochester 4, N.Y. © 
East Coast Division 


342 Madison Ave. 
New York 17, N.Y. | 


‘Midwest Division 


130 East Randolph Drive 
Chicago 1,.IIl. 


_ West Coast Division 


6706 Santa Monica Bivd. 
Hollywood 38, Calif. 


or 


W. J. German, Inc. 
Agents for the sale and 
distribution of Eastman 
Professional Motion Picture 
Films. Fort Lee, N.J.; 
Chicago, Ill.; 


Hollywood, Calif. 


ALASKA?) 


| 








Always shoot it on EASTMAN FILM... . You'll be glad you did! 








Selling (Continued from page 32) 


ments on WWLP Springfield each week to 
advertise their new homes. Some are co-op 
spots for all-electric or all-gas homes, but 
most are for the complete home. Prices are 




































featured on the air. 

S. J. Lewis Corp. (Shell Home Build- 
ers), with offices in Mobile, Pensacola and 
Fort Walton Beach, buys five participation 
spots per week on Alabama Jubilee on 
wkrc¢-tv Mobile (7-8 a.m., Mon.-Fri.), as 
well as co-sponsorship of the MCA-TV syn- 
dication, Secret Agent 7, on the same sta- 
tion. After the first two-and-a-half weeks of 
television more than 70 houses were sold, 
and between 300 and 400 letters asking for 
information were received. Because of the 
response, the Lewis Corp. pushed ahead 
opening of one of its offices several months. 
Fred Van Stickle, sales and advertising 
manager, says: “Even though our tv adver- 
tising costs more per broadcast than other 
media, we have been able to bring down 
our advertising cost per house. This means 
tv is actually less expensive when all the 
figures are in.” Approximate annual tv 
budget: $35,000. 

Lomas Verdes Development of United 
Promoters Assocs., Santurce, P. R. 
Using Class AA time on WKAQ-TV San Juan 
Saturdays and Sundays. Approximate week- 
ly tv budget: $280. 





















This four-leaf clover 
is worth looking over! 















VINITA FAYETTEVILLE 





Missouri's 3rd TV Market 


151,400 TV HOMES* 


Lucky KODE-TV, Joplin, Mo., is 28% taller, 29% 
more powerful than the nearest competition. 

And KODE-TV covers: * a 4 state area * 151,400 

TV Homes * 669,800 people with $776,919,000 
buying power. 

KODE-TV cHannec 12 
JOPLIN, MISSOUR! CBs-aBsCc 


Rep. by Avery-Knodel « A member of the Friendly Group 
one *TV Mag., June '59 
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Longbell Lumber Co., Oklahoma City. 
Ford Advertising, Enid, is the agency. This 
local branch of the lumber-company chain 
(headquarters, Kansas City) carries on a 
continuous campaign on KwTtv Oklahoma 
City. At present is the alternate sponsor of 
a weather program (10:15 p.m. Wed.). 
This is the second year of sponsorship. Ap- 
proximate annual budget: $6,700. 
Longbell Lumber Co., Tulsa. This local 
branch of the lumber-company chain 
(headquarters, Kansas City) carries regular 
schedule of two minutes weekly on KTUL-TV 
Tulsa. Weekly budget: approximately $270. 
Lusk Corp., Tucson. Forbert F. Lusk, 
president. S. J. Kossak is the agency. “Tv 
has always been one of our most important 
media,” says Mr. Kossak. Basic schedule 
calls for five Class AA announcements 
weekly near and on week-ends on KVOA-TV 
Tucson. This is supplemented with addi- 
tional announcements when new develop- 
ments are opened. Approximate annual tv 
budget: $10,000. 

M & M Realty, six locations in Cincin- 
nati. Robert Acomb, Inc., is the agency. 
Uses ID’s in Cincinnati Redlegs baseball 
games. 

Meadowbrook Homes, Fort Wayne. 
Harold McKnight, general manager. Mr. 
McKnight attributes many sales to the 
campaign on wpTA. Meadowbrook is co- 
sponsor of the 7:15 news with two minutes 
on Tuesday and Thursday and minutes on 
Wednesday and Friday. Approximate week- 
ly tv budget: $400. 

PAT Homes, Tucson. Manny Finkelstein, 
president. Weiner Advertising handles the 
account. “Tv has always been an important 
medium to PAT,” says a spokesman for the 
agency. “Within two years PAT became the 
largest home-builder in Tucson, and the 
lead has been increased every year in the 
last four, always with tv in our plans.” The 
firm uses intermittent heavy spot campaigns 
on KVOA-TV Tucson as needed with comple- 
tion of homes. Approximate annual tv 
budget is $15,000. 

Real Estate Advertising Associates, 
Metairie, La. Mike Cusack, New Orleans 
representative. Sponsors Builder's Showcase 
once a week (12 noon, Sun.) on wvuE New 
Orleans. The 30-minute program features a 
tour of new homes on film. Sponsors include 
a building-supply client and a bath-and- 


kitchen-fixtures distributor. - Approximate 
annuai tv budget: $6,448. 
Rogers Realty Co., Omaha. Frank 


Rogers, owner. Executives are enthusiastic 
about the television response. Currently 
Rogers Realty is using a 15-minute weekly 
program, Suburban Living in West Plains, 
on KMTv Omaha, which uses film and inter- 
views with company officials. “We've had 
spectacular results, such as attracting 5,000 
people to an open house on an inclement, 
snowy day,” says Mr. Rogers. “Our Kmrv 
advertising tells the right story to the right 
people at the right time.” Approximate 
weekly tv budget: $150. 

Royal Lumber Co., Chicago. Advertising 





agency is Malcolm-Howard. Uses continy. 
ing campaign on WGéN-Tv Chicago. 
Salton Riviera, Los Angeles. Uses five 
spots per week on Let's Dance, with Al 
Jarvis, KABC-TV Los Angeles. Approximate 
annual tv budget: $20,000. 
Schmillelptennis Realty, Osakis, Minn, 
When the firm carried its first spot on Kemt 
Alexandria, the result was the quick sale 
of the farm advertised. As a result, Schmil- 
lelptennis has been a regular user of the 
station and television since. 

Shell Homes, Inc., Johnson City, Tenn. 
Walter E. Hammer is general manager. 
Uses 15 minute spots each week on wcys-ty 
Bristol, scattered 
through the week in afternoon, evening and 


Va.-Tenn. Spots are 
late night. Results include continuous daj- 
to-day write-in for further information from 
area covering 100-mile radius. Sales sufi- 
cient to keep seven full crews constantly 
employed throughout winter. Spring and 
summer even better. Annual budget: 
$10,000 to $12,000. 

Sproul Homes, Inc., Security, Col. 
Robert Cline, general manager. “Our pres- 
ent schedule,” says Mr. Cline, “is proving 
the most profitable investment in media, 
and has consistently pulled more traffic at 
less cost. Since starting our daytime sched- 
ule (11 months ago) we have been amazed 
at the high ratio of customer mentions of 
our daytime saturation campaign.” The 
campaign consists of 10 10-second spots 
daily between 8 a.m. and 4 p.m. on KKTV 
Colorado Springs. It also includes three 
spots in Class AA time on Saturday and 
Sunday. All spots are slide or film an- 


nouncements. Approximate annual ty 
budget: $10,000, 
Starmount Realty, Lincoln Village 


South, Columbus. Hammeroff, Inc., is the 
agency. Building 600 homes in its new de- 
velopment, the company is relying on one- 
fourth sponsorship of NBC baseball Game 
of the Week on wuw-c Columbus. 

Jim Walter Corp., Montgomery. Joe E. 
Wells, principal executive. Uses 10-minute 
weekly weather program on wsFA-TV Mont- 
gomery to sell small homes which the com- 
pany erects. Approximate annual tv budget:. 
$5,500. 

WLW-D Dayton carries heavy spot satura- 
tion campaigns for four builders coincident 
with openings of new developments. Firms 
are Ohio Homes Distributors, Humber 
Homes, Cornell Builders and Indian Hills 
Construction Co., all of Dayton. 
Wooliscroft Agency, Alexandria, Minn. 
The agency carries a campaign of live spots 
on kKcmT Alexandria. Spots are delivered 
by members of the firm and have proved 
unusually successful. 

Zephyr Homes, Fresno. Wm. E. Donovan 
Associates is the agency. The March cam- 
paign of spots and programs on KJEO 
Fresno resulted in increased business of 
almost 100 per cent over the previous cam- 
paign, for which the builder used news- 
paper and billboard. Approximate annual 
tv budget: $35,200. 
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(Continued from page 32) 


Homes 


news show on WTVN-TV Columbus. 
Following a highly rated Saturday 
evening movie, the program has 
proved unusually popular, and sales 
of properties advertised on the pro- 
gram has been high. 

Florence Associates also co-spon- 
sored re-runs of the Ohio State foot- 
ball games each Sunday following the 
games. A complete WTVN-TV produc- 
tion, the program consisted of editing 
a film of the Saturday game, complete 
with half-time color, down to a fast- 
moving hour. Since the Columbus 
area has more than its share of en- 
thusiastic Ohio State rooters, the pro- 
grams have had a consistently good 
rating. 

Florence has also co-sponsored Big 
Ten basketball on WTVN-TV. 

In addition, the realtor uses 10-, 
20- and 60-second spots not only on 
WTVN-TV but on WLW-C and WBNS-TV 
as well. Annual budget for the com- 
pany is around $32,000. 


Impact in Des Moines 


Terming itself the Des Moines Tv 
Realtor, the Darwin T. Lynner Co. 
has been using television as its pri- 
mary merchandising aid for the last 
three years. 

This campaign has been particu- 
larly effective for the past 14 months, 
according to advertising manager 
James M. Woodard. “During this time 
we have been using a new-format 15- 
minute program that has been con- 
sistently popular and profitable for 
our firm,” the sales executive says. 

“We have aired this program ex- 
clusively on KRNT-TV, here in Des 
Moines, every Sunday (following the 
CBS-TV Game of the Week)... . The 
general format consists of a series of 
currently listed homes which are de- 
scribed and pictured (on a specially 
constructed pan board) using a musi- 
cal background under the voice. The 
only deviation from this sequence is: 

“1. A special bit devoted to a plug 
for the Lynner office and the ‘duty 
salesman’ for the day of the commer- 
cial; 


“2. A moderately hard-sell minute 
commercial. 

“A friendly, light-hearted open and 
close used to establish a receptive 
atmosphere. 

“The impact of our Sunday KRNT- 
Tv show is far beyond our hopes or 
expectations. . . .” 

Mr. Woodard produces and em- 
cees the show and is in a particularly 
good position to observe its effective- 
ness and the increase in sales volume, 
as well as in choice listings made with 
his firm. 


Triples Business 

For 10 years a user of television 
advertising, the Community Builders 
Co., of Skokie, Ill., credits the medi- 
um’s ability to show how much better 
a remodeled home looks after the 
work has been completed with an 
increase of 350 per cent during the 
last decade. 
Builders first 


started the use of tv, the company’s 


When Community 


weekly advertising was $750. Today 





IT’S JUST 





““NO CONTEST” 


WJAC-TV is way out front 


in the Johnstown-Altoona area! 


Go by limousine, not by flivver! With WJAC-TV you travel 
“first class” with 71.9 station share of audience, sign-on to 
sign-off, all week long, as compared to only 28.1 for WFBG-TV 


Figures from ARB, November, 1958 


ETOP 30 SHOWS ON WJAC-TV Ei 


Johnstown-Altoona Trendex, Feb., 1959 























Ww. vA,“ 


Get all the facts from 


warnieeany TAs 


P 
> Aamosnine ,! 


Buy the station that delivers 
the viewers--nearly three times 
as many viewers for WJAC-TV 
as for the nearest competitor. 
You get a guaranteed audience 
when you buy WJAC-TYV! 


HARRINGTON, RIGHTER & PARSONS, INC. 
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$400,000 out of its $500,000 annual 
budget goes into television. 

Sponsoring a feature film on WBKB- 
Chicago (10-12 m., Thurs.), Robert 
Kendler, who heads Community 
Builders, goes on the air in person to 
sell his remodeling service and meet 
his prospective new-building clients. 
Many of his customers recognize him 
from these air appearances. 

Forty phones are kept open during 
the film show, and customers are 
asked to call the office that night. In 
this way the company is able to check 
on just how much interest each com- 
mercial produces. Mr. Kendler re- 
ceives an average of 200 leads in a 
single evening and has received as 
high as 600 calls from a single pro- 
gram. At the end of each commercial 
he asks viewers to phone for an esti- 
mate and gives a premium “just for 
the chance to bid for the remodeling.” 
Typical premiums are a Pfaff portable 
sewing machine or a Pincor rotary 
power mower. 

New carpenter-built models are 
made to sell remodeling and new 
homes. Account executive Norbert 
Leeb, of Maryland Advertising, who 
handles the account, says “we have 
had our carpenters build interiors live 
right before the viewer's eyes. Natur- 
ally, because of the time involved, we 
spread the demonstration over three 
commercials.” 

About 95 per cent of the commer- 


When you buy 


KCTV, SAN ANGELO 


YOU ARE BUYING 
THE FASTEST GROWING 
MARKET IN WEST TEXAS 
© F cry, san anctrio A 


J. HARLEY HUBBARD, GEN. MGR. 


Represented by 
VENARD, RINTOUL & McCONNELL, INC. 
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Ralph Dawson (l.) has been named 


national sales manager and Kent 


Fredericks local sales manager oj 
wxyz-Tv Detroit, it has been an- 
F. Pival, vice 
president and station manager. Mr. 
Dawson joined wxyz radio in 1950 
and later the same year switched to 


nounced by John 


tv, where he became assistant sales 
manager. He was made director of 
tv sales in 1954. Mr. Fredericks came 
to the station in sales service last 
year. 





cials, according to the Television 
Bureau of Advertising, feature re- 
modeling projects, while the others 
sell new homes. 


3,000 in the Rain 


Murphy Homes, of Cincinnati, has 
repeatedy proved the efficiency of tele- 
vision as an advertising medium for 
the home-builder or real-estate opera- 
tor. 

A typical television success story 
for the company came when a new 
development was opened and inten- 
sive television advertising used. In 
spite of a two-week rainy spell before 
the event and heavy rain the Sunday 
of the opening, more than 3,000 peo- 
ple isited the model homes The com- 
pany was forced to call on Murphy 
Bros bulldozers to help extricate the 
cars of some of the potential custom- 
ers which had become mired in the 
jammed traffic at the development. A 
special police detail was called to di- 
rect traffic, which was backed up near- 
ly a mile in the Green Hills section, a 
northern Cincinnati area where the 
Murphy Homes development was lo- 
cated 

Currently Murphy Homes is spon- 
soring a 30-minute Saturday program 
on WLW-T Cincinnati (5:30-6 p.m.., 
Sat.) and 15-, 20- and 60-second an- 
nouncements per week in prime time 





on wecpo-Tv Cincinnati. Les Vieto 
Advertising is the agency, with Le 
Horwitz the account executive, Jim 
Brady is vice president of Murphy 
Homes and director of advertising 
and sales. 








Murphy Homes and its agency a 





tempt to make each of their commer. 
cials unusual. 






Some typical commercials include: 
Use of a third dimension by adding 





a street sign in front of the rear 
projection screen which shows the 
house being featured. 

Use of a three-sided revolving sign 
by the announcer giving the commer. 
cial so that when he talks about loca. 
tion, features of the house and the 
price, rotation of the sign brings a 
slogan for the subject under discus. 
sion into view. All attention is at 
tracted to the copy and the sign rather 
than the announcer. 

A map of the city on a magnetic 
board lets the announcer show the 
actual location of the house under dis. 
cussion so that possible customers can 
see its exact location. 

In a recent commercial a giant 
blow-up of a Life magazine cover 
served as an illustration for a similar 


Murphy home. 





Artists at Work 

The Art Director at Work. Edited 
by Arthur Hawkins; Hastings House 
Publishers, New York; 72 pp.; $6.50. 

Published for the Art Directors Club 
of New York, this book contains the 
creative ideas, the roughs and the lay- 
outs of 15 top art directors—the award 
winners of the 37th Annual Exhibition 
of Editorial and Advertising Art and 
Design of the New York ADC. 

Along with outstanding examples of 
television art in show titles and com- 















mercials, the tome illustrates how print 
ads, booklets, posters and record 
album covers are conceived and @& 
ecuted. The problems imposed and the 
solutions arrived at in each instance 
are discussed by the art directors 
themselves in accompanying text. 

The book’s three main sections are 
introduced via articles by tv art direc 
tor William Duffy, advertising art di J 
rector William H. Schneider and 
editorial art director Allen F. Hutt 
burt. 
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Fringe (Continued from page 29) 


typical network show roughly equals 
that of female viewers of each type of 
early-evening program and is two to 
seven points beneath the figures for 
late-evening shows. 

What kind of reach can a typical 
spot buy in early-evening time de- 
liver? According to the March-April 
1959 Nielsen NSI report for New 
York, an advertiser purchasing only 
one spot per week on wcBs-Tv’s The 
Early Show (5:30-7 p.m.) 
have an average rating of 10.3 at 
6:30 p.m. In four weeks, however, 
he would reach 24.3 per cent of the 


New York market an average of 1.7 


would 


times. 

According to a top media executive 
in a New York advertising agency, 
the average five-spots-a-week adver- 
tiser in early-evening time should pull 
a 9-10 rating per spot. In one week 
he should reach 25-30 per cent of the 
market; by four weeks his reach 
should be over 50 per cent. “If he is 
smart,” continues the media man, 
“and splits his schedule between 
early- and late-evening programming, 
his reach can easily go to 65-70 per 
cent in only four weeks. Very few 
network evening shows can match 
even the 50-per-cent figure over the 
same period.” 

What kind of advertisers use fringe 
time? Recent BAR reports for New 
York reveal that the large majority 
of fringe-time advertisers on WCBS- 
Tv and wrca-Tv are selling products 
for adults. In the early-evening 
periods on these stations miscellane- 
ous foods account for 16 per cent of 
the items advertised, the highest per- 
centage among the 10 categories 
listed; during the late-night time slots 
beauty products and cleansers-de- 
iergents each accounted for 15 per 
cent of the total, with foods adding 
up to 11 per cent. 


LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 















(A detailed tabulation of products 
advertised on wecss-Tv’s Early Show 
and Late Show and on WRCA-TV’s 
Movie 4—5-6:30 p.m. weekdays and 
10:30 p.m. Saturday and Sunday— 
and The Jack Paar Show is shown in 
chart V.) 

Minutes accounted for 65 per cent 
of the total of both early and late 
spots. ID’s represented 35 per cent 
of the early spots and 27 per cent 
of late-night announcements. The 
heaviest ID usage was found among 
beer advertisers, over 90 per cent of 
10-second an- 
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MARKET 


od 


4. 
Y ~ 


whose spots were 
nouncements, while food and beauty 
products were noted to be heavily 


geared towards longer copy in the 


\| 

HUB 

Nentnst Comniiiteiite OF 

EXPANDING 

BOISELAND 
WHICH 

PRODUCES | 


form of minutes. 


As a general rule, according to the 
agency survey, fringe-time costs-per- 
thousand for minute spots is directly 
comparable to 20-second spot buys in 
prime evening time. A major adver- 
tiser, says the study, recently estab- 

















lished the following as the norm for i 
use by its agency timebuyers: *] 
CPM Commercial 0% r 
Homes Length 
Daytime 07 
Spot $1.25-1.50 Minutes 
Fringe OF THE 
Evening ’ 
(Early & NATION’S 
Late)  $2.00-2.40 Minutes HYBRID +4 
Prime * 


Evening $2.25 20 Seconds 

In view of all this evidence, con- 
cludes the survey, it would seem that 
early-evening local spot no longer 
must be considered as a necessary 
evil which is tolerated only because 
of plans or packages that are offered 
by stations. It can provide, says 
the agency responsible for the study, 
good reach, excellent ratings, strong 
adult audience composition and top 
efficiency. 

The survey finds that an advertiser 
who neglects early-evening local time 
in his spot buying “is not being 


CBS-CHANNEL 2 
BOISE, IDAHO 


realistic.” He is often sacrificing 
excellent buys because of the gen- 
eralized assumption that only kids 
control the dial between 5:30 and 


7:30 p.m., which, states the surveying National Representatives 


PETERS, GRIFFIN, WOODWARD, INC. 















agency, just isn’t true. 
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HFH 


(Continued from page 33) 


home and shows it to his wife. If the 
color green is present in the film, or 
if she even gets a ‘feeling of green, 
the commercial has to be thrown out.” 
Henkin, looking 
somewhat overwhelmed, “There are 


Continues Mr. 


so many things to be considered. Some 
people get very upset with agency film 
producers. We listen to them. Most of 
them are very creative people, and 
they often give us good and usable 
ideas. Besides, they represent the 
client’s point of view—they know his 
problems and his policies. This is no 
business for individualists, and know- 
ing the psychology of the people you 
work with and understanding their 
pressures is a very vital part of build- 
ing a successful house.” 


Skill Big Factor 


There are many other things which 
have worked in the favor of HFH be- 
sides its attitude toward client service. 
A major factor, of course, is the skill 
of the three partners. Dan Hunn, direc- 
tor of animation, started in the busi- 
ness 13 years ago with Famous 
Studios of Paramount Pictures and 
gained further experience with Tempo, 
Chad and Lars Colonius. He has two 
award-winning commercials to his 
credit and is one of the youngest men 
ever to have become a full animation 
director. 


Creative director Ron Fritz was a 
fine-arts student and is a recognized 
artist who has exhibited at the Whit- 
ney Museum, the National Academy in 
New York and is represented in the 
permanent collection of the Library of 
Congress. He holds a Gold Medal 
Award from the Philadelphia Art Di- 
rectors show and has twice been repre- 
sented in Graphis Annual. He served 
his apprenticeship in the business with 
Tempo, Academy, Chad and Lars 
Colonius, “sort of off-and-on together, 
most of the time,” with Dan Hunn. 

Howard Henkin was previously 
sales manager for Academy and 
Shamus Culhane. He has produced, 
directed and written hundreds of tv 
commercials, including an Art Direc- 
tors Award winner for Union Carbide. 
The only one of the three partners with 
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Phillip Alampi, New Jersey Secretary of Agriculture and former president 


of the National Association of Television and Radio Farm Directors, points 
to a billboard outside New York’s Town Hall calling attention to the sales 
presentation made by NATRFD and 27 radio-tv representatives and stations 


to advertising executives in conjunction with NATRFD’s spring convention, 


held last month in New York. 


Interested onlookers are, from the left, Louis 


Kennedy, Kenyon & Eckhardt; Raymond Jones, Young & Rubicam; Richard 
Vorse, J. Walter Thompson, and Charley Slate, farm-service director for the 
East Texas Network. At the right is Mal Hansen, former farm-service director 
for wow-AM-Tv Omaha, who gave the presentation. 





agency experience, Mr. Henkin began 
his career with the Newell Emett 
agency and was later responsible for 
the introduction of the teleprompter to 
tv. 

Although HFH opened for business 
without a single promise of work, it’s 
likely it was banking to a large extent 
on the contacts the partners had made 
during their many years in the indus- 
try. These contacts, of course, represent 
another big reason for their amazing 
first year. 


Joint Responsibility 


All of the work that comes out of 
the HFH shop is the joint responsi- 
bility of all three partners. Technically, 
Mr. Fritz designs, Mr. Hunn animates, 
Mr. Henkin produces live action and 
sells, but these classifications are sub- 
ject to constant fence jumping. At any 
rate, the decisions on almost all sub- 
jects are made jointly, although Mr. 
Henkin sadly relates that one of the 
prices of success is that “I never have 
a chance to sit down and talk to Dan 
and Ronnie. We have to go out to lunch 
or sneak in for a conference late at 
night.” 







Informality is definitely the domi- 
nant tone of the firm, which, because 
of its rapid growth, is about at the 
point of installing double-deck draw- 
ing boards. But the staff works in very 
close mental as well as physical proxi- 
mity. “We feel, “says Mr. Henkin, 
“that we have an unusal amount of 
loyalty from our staff and we work on 
the basis of mutual respect. We've 
chosen our people carefully and for 
their ability to grow. Men who were 
have become 
terrific animators here, because confi- 


assistants elsewhere 
dence has been shown in them. And, 
with one accidental exception when 
we forgot to tell the guy he was get- 
ting one, no one has ever had to ask 
for a raise.” 

“We have set no limits on our even- 
tual development,” say both H’s and F. 
“We started as an animation house, 
but we have branched out already into 
live action, and we have just finished 
our first industrial for the Jersey 
Power & Light Co. We don’t want to 
be specialists in one tight little seg 
ment of the business, but rather to give 
the same quality and service in every- 
thing.” 











live-action commercials for Bab-o and 
Nabisco. An especially tricky optical 
job for Nabisco “Thins” won an hon- 
orable mention from the Art Directors 
Club in 1958. There is also great pride 
in the shop over a 20-minute industrial 
totally planned and produced for Jer- 
sey Power & Light which Mr. Henkin 


Dan Hunn, who has the usual ani- stable industry, both for the people we 
serve and the people we employ. That's 
our best guarantee of staying alive in 
this business and continuing our pres- 
ent growth. Maybe a_ half-million 


dollars doesn’t seem like an awful lot 



































mator’s relieved feeling that he can 
throw his cast in the wastebasket when 
he’s dissatisfied, points out that there 
are certain kinds of commercials that 
lend themselves perfectly to anima- 
tion. “It’s great for humor, fantasy, 
whimsy,” he says. However, he fails 


of money, but it represents a tremen- 
dous amount of hard work to us. We 





to understand why a client who wants feels is “one of the best in the last two fully believe in our chances of con- 
realism should look to animation. “If or three years.” tinuous expansion, but it will never be 
they ask me for figures that look like “We are going to do our best,” says at the expense of our present type of 
pee copies of human beings, I may Howard Henkin, “to help make this a client service.” 
tell them they’d be better off with live 
action.” HFH live action, of course, ——- eo fo dheeadil 
stands ready. e 4 
“I suppose my biggest production | A ho Ss 
problem,” says Ron Fritz, “is getting sk the man W g dtoy, d 
sideal approval. I’m likely to try some very ial 
points off-beat things. You can always get —~ ee Ie) 
oa run-of-the-mill stuff approved, but it’s = 
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atin and come up with something really WDBJ is one of the 
Leal different. What do I do about it? I b t b ° 
che compromise, sure. But I’ve discovered es uys in 
chard . ° ee 
a that by starting a little farther out television tity" 
recil than I really want to go, I] usually end ' 
up with something about halfway be- | anywhere . 
tween my original idea and the more | 
a conventional tastes of the client.” : WDBJ-TV covers 53 coun- 
domi- Adds president Henkin on the same | ties . . . where there are over 
cause subject, “First, you have to realize 400,000 television homes, 
at the that your knowledge of company $2 billion in retail sales. be 
draw- policy is pretty slim, and lots of the | can buy ma a = mnarnes 
; 1, economically and effectively, 
nh very so-called compromises you are called | for WDBJ-TV furnishes highly 
proxi- on to make have very good reasons | rated shows at comparatively 
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int of making so many concessions that the | For example, Anne Howard’s 
rk on best possible effort is only one-third | PANORAMA, most popular 
We've as good as it might have been. Don’t | women’s show in the area, has 
d for Ag ' an average daily rating of 14.7, 
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Atlantic gas and Wise potato chips and 


by WDBJ-TV. 
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Memo (Continued from page 63) 
erally isn’t hurting economically. 
That was made abundantly clear in 
the FCC’s annual report showing tv 
broadcast revenues last year in ex- 
cess of $1 billion for the first time. 
Based on reports from the networks 
and 514 stations, the data shows: 

Revenue from network time sales, 
$424,600,000; national regional time 
sales, $345,200,000; local time sales, 
$181,100,000. Additional revenues 
from miscellaneous sources brought 
the total to $1,030,000,000. Against 
that figure are total expenses of 
$858,100,000, making the income 
$171,900,000 before Federal income 
taxes. 





Books (Continued from page 34) 


grocery chain through which the en- 
cyclopedia was sold has 
regional units which had to be cov- 
ered by the video schedules. While the 
books were sold on a buy-a-volume-a- 
week basis at the local groceries, A&P 


various 





GUARD 
YOUR 
FAMILY 


FIGHT CANCER WITH A 
CHECKUP AND A CHECK! 


AMERICAN 
CANCER 
SOCIETY 






74 July 13, 1959, Television Age 





Lee Gaynor, who joined the New 
York office of the Friendly Group 
stations last year, will now manage 
that sales office, replacing national 
manager Rod Gibson, who 
transferred to the firm’s home office 
at wstv-Tv Steubenville. 


sales 





did not participate in the tv spot place- 
ments, nor were local A&P-sponsored 
programs used. 

“We made provision for an eight- 
second live tag for local identification 
ir the filmed spots,” Mr. Forman re- 
lates, “but the placing of them was 
entirely up to our agency.” 

To reach both the housewife and 
her husband, Wexton bought spots 
anywhere from 9 a.m. until 2 the fol- 
lowing morning. “We used late shows, 
early shows, late-late shows, Jack 
Paar periods, 
that got an adult audience,” says Mr. 
Forman. “In each city, we used any- 
where from 20 to 40 spots per week 
on several stations. Naturally, there 


mysteries—anything 


were some areas where we had to take 
what we considered poorer slots— 
and the lesser sales results were very 
evident. In the markets where we had 
proper upward 
movements were both very noticeable 


placements, sales 
and very quick to appear.” 

At the Wexton agency, vice presi- 
dent John N. Eckstein happily noted 
that the results of the spring test were 
so encouraging that he was already 
at work lining up markets for an ex- 
tended fall campaign. In addition to 
the minutes and 20’s, ID’s will be used 
to get the Golden Book name across 
to parents during prime times. 

“We don’t expect to tell the whole 
sales story in an eight-second spot,” 
says Mr. Forman, “but we hope to re- 
mind the parents of the longer spots 





they view. While we expect the com. 
petition to copy our success—possibly 
with cheap, out-of-date encyclopedias 
—we hope to impress the Golden 
Book name as a standard of quality, 
We believe ID’s can help do this,” 





News (Continued from page 49) 
pendent Television Corp., uses more 
elevated language to describe the 
limit—$300 per half-hour. “It’s n 
diculous. We know it, and the Jap. 
anese television authorities know it, 
There are an estimated three million 
sets in the country now, and approxi- 
mately 200,000 new receivers are 
being turned out each month. In ad. 
dition, there are 32 stations on the 
air, and another 10 are expected to 
be in operation by the end of the 
year. Despite this growth, the un 
realistic ceiling remains fixed.” 

Mr. Mandell, who returned recent. 
ly from a tour of the Far East, dis 
cussed the matter with Japan's 
Finance Ministry while in that coun- 
try, and received indications that the 
ceiling may be raised. If it is not 
raised, he suggests that all interna- 
tional telefilm distributors get to 
gether in a group (similar to the 
Motion Picture Export Association) 
and on a collective basis work out 
an agreement with the Japanese gov- 
ernment. (A committee to form a 
committee to set up such a group on 
the international plane has been in 
existence for close to a year. Merle 
S. Jones, president of CBS Stations 
Division, is chairman. It’s under 
stood, however, that the committee 
has been unable to agree on funda 
mentals). 


Take a Hard Look 


If group action fails, says Mr. 
Mandell, “then it may be necessary 
for distributors to stay out of Japan 
for a while until the situation im 
proves. I would certainly take a real 
hard look at dropping sales in that 
area.” 

At present the government allo- 
cates a lump sum of dollars which 
is broken down and given to indi- 
vidual stations in exchange for yen. 
The stations are authorized te pay 
for telefilms in dollars. If distribu. 
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tors accepted payment in yen they'd 
probably get a better price, but they 
can't use the stuff until they find a 
way of employing it in Japan. 

While in that country Mr. Man- 
dell made network sales to Kansai- 
Fuji and Radio Tokyo, Inc., and ob- 
tained a third-year renewal on Lassie 
and second-year renewals on The 
Lone Ranger and Fury. All told, 
sales of ITC products in Latin Amer- 
ica, South America and the Far East 
have exceeded the $600,000 mark in 
less than six months, he reports. 

The sales executive went to the 
Far East in 1947 as general manager 
for Frieder Films, Inc., distributor 
of Republic Films in the Philippines. 
He enlarged that company’s distribu- 
tion area to include the entire Far 
East, and spent the next 10 years 
there. He returned to the U.S. in 
1957 and joined the national sales 
division of Ziv. He remained there 
until his appointment to ITC early 
this year. 


Fight Facts, Foibles 
TelePrompTer Corp. raked in an 
estimated $1,032,000 for telecasting 
the recent heavyweight championship 
fight to 170 locations in 135 cities. 
Income from movies of the fight is 
expected to hit $1 million, and over- 
seas revenue is yet to be counted. 


dollar 
not a record, however, 
company’s first closed-circuit fight 
(the second Robinson-Basilio bout) 
brought in $1.4 million. But Tele- 
PrompTer distinguished itself by re- 
cording for all time just about the 
silliest observation ever made in the 


figure is 
since the 


The domestic 


history of sports broadcasting. 

It was made by Chris Schenkel 
some time in the second round after 
Johannson bounced his secret and 
highly publicized right off the top of 
Patterson’s head. Excitedly, sports- 
caster Schenkel said something to the 
effect that “that must have been a ter- 
rific right—Patterson blinked his left 
eye. 

Not to be outdone, and working un- 
der none of the pressures Mr. 
Schenkel was, Time magazine report- 
ed that Floyd was hit so hard in that 
round by the right that he blinked 





Home Show 

Three cotton dresses treated 
with the Belfast process were 
washed and dried during the 
Jean Connelly Show on WTAE 
Pittsburgh, showing the wash- 
and-wear quality of the fabric. 
By the time the demonstrator 
had returned to the sponsoring 
Horne’s Department Store 32 of 
the dresses had been sold at 
$10.95 each. 

Such is the appeal of the daily 
half-hour program, emceed by 





the station’s women’s director, 
that success stories like this are 
common, executives report. Miss 
Connelly incorporates all home- 
making interests from cooking 
and sewing to the buying of 
stocks and bonds. Interviews 
with celebrities and on-the-spot 
camera reporting are included. 
“We feel that there is a definite 
place for women’s programs,” 
says Miss Connelly. “Ratings 
may not be spectacular, but the 
viewers will be most loyal,” she 


adds. 








both eyes. It’s reassuring to know | 
that the ex-champion has normal re- | 


flexes. 
The return match undoubtedly will 
bring in a record figure. But with Bill 


| 
| 
| 


Rosensohn, the promoter, now in con- | 


trol, it would be difficult to say what 
company will telecast the event. Mr. 
Rosensohn, a former executive of 
TelePrompTer, has hinted he can do 
it all by himself. 
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the friendly 
Lion says... 


ey 


“YOU GET THE LION’S 
SHARE OF RICH 

AGRICULTURAL AND 

INDUSTRIAL MID*AMERICA” 


Shoot Dead Center 
for SALES POWER! 






oO 


YES, STRAIGHT SHOOTIN’ 
RIGHT INTO 365,000 
HOMES IN THE HEART 
OF MID*AMERICA’S 

AGRICULTURAL AND 

INDUSTRIAL MARKETS 


REPRESENTED BY H-R TELEVISION INC. 
J. M. BAISCH GEN. MGR. 
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C. C. Grinnell, Account Executive; Irving Dunston, Market Research Director; 
Richard Gershon, Media Buyer revising media schedules on the 
Benton & Bowles company plane in flight to Midwest client 






PICK UP A 
TAILWIND... 









In planes, trains, after hours at the office, weekends at home.. . 
every day, everywhere . .. agency men race against time in their 
ceaseless effort to schedule advertising for best effect. 


Emergencies are almost commonplace. New product to be aired 
. .. new territory to be covered . . . extra budget for better market 
penetration. So here we go again . . . grab SRDS and a big, ruled 
pad. Pile aboard .. . and pray for a strong tailwind! 


Once more that old schedule (three months old!) is (please for- 
give us) completely up in the air. Will your medium be on that 
pad when the wheels touch ground? 












Your general promotion has made its impression. Your repre- 
sentatives have made your story known to some of these men... 






But who is selling them now? 






With a properly planned, strategically positioned Service-Ad in SRDS 


YOU ARE THERE selling by helping people buy 


SRDS Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 
Walter E. Botthof, Publisher Bist) | ® | IN’ P| | 7 
1740 RIDGE AVENUE, EVANSTON, ILL., DAVIS 8-5600 a 
SALES OFFICES—EVANSTON, NEW YORK, LOS ANGELES 
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in the picture 





George H. Gribbin, president of Young & Rubicam, Inc., has 
announced the election of James P. Wilkerson (|.) and 
Edward L. Bond Jr. (r.) as senior vice presidents of the agency. 
Mr. Wilkerson, who will be director of the international division. 
came to Y&R in 1940 and worked in media and traffic before 
joining the contact department. He was made an account super- 
visor and vice president in 1953. Mr. Bond, who continues as 










































director of the contact department, has been with the agency 
since 1946, becoming an account supervisor and vice president 
in 1953 and department head in °58. 





Mortimer Berkowitz Jr. (|.) and Joseph Henrici (r.) 
have been elected vice presidents of BBDO, it has been announced 
by Bruce Barton, chairman. Mr. Berkowitz is a former adver- 
tising manager of the New York Post and was advertising director 
of Woman’s Home Companion from February 1956 until it sus- 
pended publication. He joined BBDO in December °56 and is an 
account group head. Mr. Henrici has been with the agency since 
1937, serving in research, production and media. He is currently 
account executive for G.E. institutional and Phoenix Mutual Life 
Insurance Co. 





Harry G. Ommerle (|.), recently vice president in charge 
of network programs for CBS-TV, has joined Sullivan, Stauffer, 
Colwell & Bayles, Inc., as senior vice president and member of the 
board of directors. He will be responsible for client relations on 
television matters, and he will also function in programming. Also 
at SSC&B Philip H. Cohen (r.), vice president and director of 
the tv-radio department, has been elected to the agency's board of 
directors. He has been in charge of tv and radio at SSC&B since 





the company was founded in 1946. Prior to that he was with 


Ruthrauff & Ryan. 





Sylvester L. (Pat) Weaver Jr. (|.) and Armando M. 
Sarmento (r.) have been named chairman of the board and 
president, respectively, of McCann-Erickson Corp. (International). 
Mr. Weaver, “father of the tv spectacular” during his tenure as 
president and board chairman at NBC, succeeds Robert E. Healy, 
vice chairman of McCann-Erickson, Inc. Mr. Sarmento joined the 





agency as a trainee and, while still in his early twenties, opened 
its office in Rio de Janeiro. He became vice president of McCann 
International in 1947 and senior vice president for McCann’s 19 
Latin American offices in 1957. 








Tom McDermott is joining Four Star Films as executive vice president and will 
also serve on the company’s board of directors, following his resignation from Benton 






& Bowles as senior vice president in charge of radio and television. He will assume super- 
vision of the production of the seven Four Star series scheduled for network airing in the 
1959-60 season, and in addition, he will create new programming for future seasons. Mr. 
McDermott, who had been rumored as succeeding Hubbell Robinson Jr. as executive vice 









president in charge of programming for CBS-TV following the latter’s recent resignation 






from that post, started his career in programming as a radio director in 1939. Three years 






later he joined the program department of Benton & Bowles; in 1953 he became vice presi- 
dent in charge of radio and tv for the agency, and in 1958 was named a board member. 
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IT’S A GASSER! 


It's a busy, bustling, bursting, boom- 
ing buy! 
| refer, of course, to the Rochester, 


Minnesota market. 


That's why the hep buyers are up on 
this fastest growing metropoltian area 
in all Minnesota. 


They know that the Consumer Income 
of the Rochester market is $886 mil- 
lion a year. 


They know that the total Retail Sales 
has reached $723 million. 


They know they can wrap this up with 
an ARB that gives KROC-TV 70% of 
the sign-on to sign-off share of audi- 
ence. 


The direct line to sales in this fast 
growing area is the buy-line on 
KROC-TV. 


Call the Meeker boys for all the facts. 


i? 
KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
The Meeker Co., Inc. 
Minneapolis: Harry S. Hyett Co. 


Network Representative: Elisabeth Beckjorden 
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THE LIGHTER SIDE In camera 





In a recent article written for The 
New York Times Magazine, called 
“Miraculous Ribbon of Tv,” critic 
Jack Gould gave this clear, concise, 
even though somewhat caustic ex- 
planation of video tape in order to 
help the viewing laymen understand 
how it works. 

*,.. a viewer might try to imagine 
a tv director eliciting an emotion 
from Jayne Mansfield. Just as in the 
past, the camera would pick up Miss 
Mansfield’s assorted nuances. But in- 
stead of being transmitted immediate- 
ly over the air, the electronic pictures 
of Miss Mansfield would be relayed 
to a machine that would register her 
calculated capers on tape. 

“Then, after completion of the 
scene, the director would ask that the 
tape be rewound and played back. On 
a monitoring screen in the studio he 
would see Miss Mansfield’s wiggles for 
a second time, precisely as they had 
been initially negotiated. Thereupon 
the director could leisurely study his 
problem and make such revisions, de- 
letions or additions as theatrical wis- 
dom might dictate. The final tape ver- 


| sion then could be broadcast either 





in a few hours or days or, as tempt- 
ing alternative, stored for years.” 


ca - * 


Another kind of tape—old-fash- 
ioned red tape—gets into the picture 
by way of a radio broadcast of Inge- 
mar Johansson’s knockout of heavy- 
weight champion Floyd Patterson. 

It seems that a distinguished group 
of Government and military leaders 
were quartered at the time of the fight 
at Quantico, Va., Marine base for the 
Pentagon’s strategic-policy confer- 
ence. The only way they could catch 
the fight was via old-fashioned radio. 
But this did not prove to be satisfac- 
tory because of too much static. 

One of the conferees, Maurice H. 
Stans, director of the Budget Bureau, 


| suggested taking the radio to the top 


floor of the building they were in to 


| get better reception. When he looked 





around the room to see if anyone 






would support him in this top-level 
decision, he got only one reply. It 
came from Perkins McGuire, assistant 
secretary of Defense for Logistics, 
who said: 

“Don’t look at me. I don’t want to 
get involved in any decisions. We 
haven’t made any at the Pentagon in 
two years, and there’s no use starting 
now.” 

This pretty much summed up the 
feelings of the others, and they did 
not get the radio off the ground. 

Meanwhile, Yankee Sta- 


dium, neither did Patterson. 


back in 


* * * 


Attention Late and Late Late Show 
viewers: Not only can you watch tv 
in bed in comfort and until all hours 
but the very same bed also will make 
sure that you get up next morning in 
time to punch the clock at the office. 

The Simmons Co. has come out 
with a new bed. It has a mattress-box 
spring combination, and it is called 
an Adjust-A-Bed. 

By means of electric controls, which 
the bed user can manipulate with ease 
and without an engineering degree, 
the ends or middle of the bed can be 
adjusted to the desired angle. You 
can alter the slant for tv viewing, 
reading, breakfast in bed and even 
eating crackers. 

But then, it has an added fillip 
which is truly its most outstanding 
and utilitarian feature. It wakes you 
up. Not by purring or gently whis- 
pering rings or loud clangs. But at the 
appointed hour it lifts the sleeper to a 
sitting position. 

In this way people who are not 
physically moved spiritually 
shamed into getting out of bed. If 


are 


you re going to be sleeping in a sitting 
position, you might as well get on to 
the office and sleep that way on com- 
pany time. 

Now if only somebody would come 
up with a gadget for a chair that lifts 
you to a standing position whenever 
the boss comes in. . 
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ROCHESTER, NEW YORK 


"in REAL’ coverage 





According to the latest Nielsen Station Index for the Rochester Area, 
March 15-April 11, 1959, CHANNEL 10 consistently delivers a larger total 
number of TV Homes WHEREVER both stations can be viewed! 


Of quarter-hours delivering more than 80,000 homes 


CHANNEL 10 has“ 30> CHANNEL ‘‘B” ws 


Of shows delivering ee than 80,000 homes 


=e > 


CHANNEL 10 has’ TH CHANNEL °B” has 1p? 





CHANNEL 10 
has nine out of 
the Top Ten 
favorite shows 

in Rochester 







and in total 
average 
share-of-audience 


Channel 10 has 52% 
Channel “B” has 46.9% 








. REAL COVERAGE means the total number of homes delivered anywhere within the entire Rochester Marketing Area 


Basic CBS 


CHANNEL 10 wei ccumne co. 
WVET-TV-BOLLING CO., INC. 


WHEC-TV and WVET-TV WHEC-TV-EVERETT McKINNEY, INC. 





Serene and 
picturesque, 

the homes in 
River Oaks stand 
as the very 
embodiment 


of gracious living. 





ete —— 


The best things in life... 


Rightfully called one of the most beautiful 
cities in America, Houston is a fascinating 


melding of the old and the very new. The 


... whether they be-stately mansions alive 
with tradition or rambling contemporary 


reflecting the comfortable way of life. 


RK W- 


P.0. BOX 12, HOUSTON 1, TEXAS-ABC BASIC GENERAL MANAGER, 
HOUSTON CONSOLIDATED TELEVISION CO. WILLARD E. WALBRIDGE 
NATIONAL REPRESENTATIVES: GEO. P. HOLLINGBERY CO.. COMMERCIAL MANAGER, 
500 FIFTH AVENUE, NEW YORK 36, N.Y. BILL BENNETT 
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